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It's the difference in H-R KOLA that 
makes the difference between get- 
ting the cold shoulder or a warm 
welcome from the dealers you call on. 


H-R KOLA is laboratory and consumer tested for consistent, unsurpassed flavor. 


That means consistent, repeat business for retailers ... and for you. 


H-R KOLA is a product of 35 years experience in the manufacture of superior 


syrup products. Your confidence has been earned by the standards we've 
maintained. 


H-R KOLA’S quality ingredients make a zippy, zestful kola drink that’s 
playing “demand performances” wherever it’s introduced. 


Here’s your chance to catch more kola profits with that sure-fire business 
builder, H-R KOLA concentrate. Write today for details. 


THE SYRUP PRODUCTS COMPANY 


“Seruing the bottler since (1915S = 


Baltimore 2, Maryland 
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TALK 


Big 1951 Sales Gain Forecast for Industry 

A substantial rise in 1951 sales of the soft drink 
industry is indicated by reported sales of major fran- 
chise houses for the first half of 1951, during which 
period dollar sales exceeded those for the same half- 
year in 1950 by an average of 6.0° 

In 1950 comparable sales volume for the first half- 
below 1949, and for the entire year 
less than the year 1949. 


vear was 3.9° 


1950 was 2.6¢ 


Sugar Quota Cut—to Bolster Prices! 


The Department of Agriculture, aiming to bolster 
“weakening” sugar prices, last month cut the quantity 
which may be sold in the domestic market during the 
remainder of the year. In explanation, the Department 
said that sugar demand had declined considerably since 
early summer. 

Marketing quotas were set at 7.9 million short tons, 
raw value, for the full year. This is a reduction of 
350,000 from quotas previously in effect. Cuba will 
take the biggest cut, 202,025 tons. 

Sugar marketings are controlled by the department 
under legislation designed to stabilize both prices and 
supplies to the mutual interest of producers and con- 
sumers. 

The department said that since June the price of 
sugar, import duty paid, in New York has declined 
from 6.8¢ to 5.95¢ a pound. It described that price as 
below the “fair” price goal of the sugar law. 

Officials said the cut in the quotas could be expected 
to have a bolstering effect on wholesale prices. 

Deliveries of sugar under quotas since June 2, the 
department said, have been 600,000 tons less than in 


the corresponding period last year. It attributed this 


reduction in part to the fact that many users were: 


falling back upon extra heavy stocks accumulated dur- 
ing a “scare” buying spree after the Korean war 
broke out. 
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MEET THE N.B.G. STAFF 
AT BOOTH 322 


Once a year, at the annual A.B.C.B. Conven- 
tion-Exposition. we have an opportunity to per- 
sonally meet and greet hundreds of our readers 
and friends. Please stop in to say “hello”.— 
Make our booth your “headquarters”, if you like! 











Pepsi Profits Double 


Pepsi-Cola Company, New York City, consolidated 
net profit after taxes for the third quarter of 1951 
is estimated at $1,480,000 or 25%4¢ per share, it was 
announced by A. N. Steele, president. This figure com- 
pares with net income of $710,000, or 12'3c¢ per share 
for the corresponding period of 1950. 

Earnings for the nine months ended September 30, 
were estimated at $2,930,000 or 5le per share. This 
compared with $1,630,000 or 28c per share in the same 
period of 1950. Net income before provision for taxes 
amounted to $4,675,000 for the first nine months ended 
September 30, 1951, compared to $3,175,000 for the 
first nine months of 1950. 

The company also received and credited to earned 
surplus in the third quarter of 1951 a refund of ap- 
proximately $1,510,000 representing a recovery of 
prior years’ (1941 through 1944) Federal Excess 
Profits taxes including interest and after deducting 
estimated expenses. The company is awaiting an addi- 
tional refund of approximately $550,000 including in- 
terest, covering the year 1945 Federal Excess Profits 
tax overassessment. 


Sales In Tax-Hit West Virginia 

Down “Alarmingly”, Va. Convention Hears 
Bottled soft drink sales in West Virginia, where a 

20% beverage tax was recently imposed, are “down to 





an alarming degree”, the Virginia Manufacturers of 
Carbonated Beverages were told at their 42nd annual 
convention in Richmond, Oct. 15-16. 

In some instances, business “has fallen off 50°7”, 
reported Clarence Stoner, member of the Pennsylvania 
Legislature and Seven-Up bottler in Harrisburg, Pa. 

Mr. Stoner, one of seven Pennsylvania bottlers who 
recently received “distinguished service” plaques from 
A.B.C.B. for their efforts in repealing Pennsylvania's 
beverage levy, declared that the current plight of West 
Virginia’s soft drink industry and the suffering en- 
dured by Penn. bottlers during the four years they 
were burdened by a tax should serve as a warning to 
bottlers in all 48 states to “stay alerted always” to the 
threat of discriminatory tax legislation. “Even now 
in Pannsylvania”, he said, “we are not for a single 
minute relaxing our vigilance. 

“We in Pennsylvania have taken bitter treatment 
for our ‘ailments’ and I hope others will benefit from 
our experiences. When the hand of the government 
falls upon you, it is a heavy hand.” He told Virginia 
bottlers that if they’re ever faced with a beverage tax 
He added 


that it pays to have strong bottlers’ associations in all 


to “leave no stone unturned to combat it.” 


18 States “because you never know when the boom will 
fall and on whom.” 

C. P. Nair, Jr., Coca-Cola Bottling Co., Clifton 
Forge, Va., speaking from the floor, said a division 
of bottlers was responsible for imposition of the West 
Virginia tax. Thirteen favored and 85 “or so” opposed, 
he said, but this division wrecked any opportunity the 
West Virginia soft drink industry may have had to 
defeat the tax. “Without a solid front’, Mr. Nair 
added, “the opposition was stymied.” Furthermore, he 
said, no sound approach to members of the Legislature 
was possible because West Virginia bottlers had few, 
if any, contacts with their legislators. 

Other speakers who addressed the convention in- 
cluded Thomas F. Baker, A.B.C.B. administrative 
issistant; Edward B. Davidson, Nehi Corporation, 
Philip Fowle, Nehi sottling Co., 
Staunton, Va.; D. Mitchell Cox, vice-president of the 
Pepsi-Cola Co., New York; and Dr. R. B. Pinchbeck 
of Richmond College 

The convention elevated C. B. Barker, of South Hill, 
from the vice-presidency to the head of the group. He 


Columbus, Ga.; 


succeeds Olin Garrett 

Other officers elected are A. M. Krebs, Roanoke, 
vice-president; Frank G. Louthan, Richmond, secre- 
tary and treasurer; and Calvert G. deColigny, Rich- 
mond, executive secretary. 

Directors elected include Jacob Brown, Richmond; 
J.C. Fuller, Newport News: George F. Scott, Norton; 
H. G. Lesley, Petersburg; Hosea E. Wilson, Danville, 
and H. H. Smith, Norfolk 


News Briefs 


If the new tax hike on liquor curbs sales of alcoholi: 


beverages, as it’s expected to do, watch also for a de- 


cline in mixer drink (particularly sparkling water) 
volume. Small bottlers of quarts still crying for 
price relief, but big independents and franchise bot- 
tlers, who generally moved up to $1.25-$1.60 (and even 
higher) levels a long time ago, are pretty well satisfied. 
Another reason why there is no united front for quart 
price relief is the fear of over-pricing. One prominent 
quart maker points out that consumers in many areas 
can still buy 6 12-0z. bottles (72 oz.) for 30c—a much 
better “quantity” buy than name quart producers are 
now offering. 

Recent A.B.C.B. ads in medical journals, supported 
with scientific evidence, point out that carbonated bev- 
erages are “wholesome supplements to a balanced diet.” 
But ill-informed dental groups and nutritionists still 
continue to hammer away at this industry’s products. 

Orange-Crush Co. of Chicago will sponsor the 
“Green Hornet” twice-weekly over the Mutual network 
starting Nov. 7. For the sixth consecutive year, 
the annual report of Canada Dry Ginger Ale has been 
judged best among carbonated beverage industry re- 
ports by “Financial World” magazine. ... Beer sales 
for the first six months of 1951 were 2° over the like 
period in 1950. A sharp zoom in packaged beer volume 
accounted for the rise . .. Correction: It was reported 
here last month that a four-plant Coke chain in N. Y 
was for sale. Actually, the chain is in Kentucky 


Chattanooga, Roanoke Price Hikes 
Successful, Tenn. Bottlers Hear 


A price hike to 96c executed by Chattanooga bottlers 
less than a year ago has proved highly successful, 
Tennessee Bottlers of Carbonated Beverages were told 
at their annual convention in Nashville, Oct. 21-23 
The report came from L. W. Wilson, Chattanooga 
Pepsi-Cola bottler during a panel discussion on prices 
and deposits. Another panel member, John W. Davis, 
Roanoke, Virginia Dr. Pepper bottler and A.B.C.B. 
director, declared that a price rise in his territory 
early this year also proved extremely fruitful. 


The Tenn. bottlers chose John P. Lasater, Paris 
Coca-Cola bottler as their new president. Other officers 
are M. C. Jolly, Jackson Dr. Pepper bottler, vice- 
president, and L. L. Griffin, Johnson City Coca-Cola 
bottler, secretary-treasurer. 

Named to the board of directors were Jess Owens, 
Cookville Pepsi-Cola bottler; C. B. Huggins, Murfrees- 
boro; C. A. Dugger, Lawrenceburg Double-Cola, and 
Ralph Pacmer, Lenoir City Dr. Pepper. 

The Tenn. Bottlers Boosters Association, supply- 
men’s group, named J. D. Webber, of Armstrong Cork 
Co. as president. Emory Frambach of Owens-Illinois 
Glass Co. was elected vice-president, and Lupton Avery, 
Chattanooga Glass Co., was chosen secretary-treasurer. 

A full report on the price discussions at the Tenn 


meeting will appear in next month’s issue. 


National Bottlers’ Gazette 





Penn. Governor Vows Continued Fight 
Against New Soft Drink Tax Attempts 

Pennsylvania’s Governor, John S. Fine, who kept 
his campaign promise to repeal the state’s 20°7, soft 
drink levy, last month pledged his continued firm 
opposition to discriminatory taxation of bottled car- 
bonated beverages. 

Addressing a standing-room-only audience at a “Vic- 
tory Banquet”, which highlighted the 32nd annual 
convention of the Keystone Bottlers’ Association, 
October 21-23 in Philadelphia, the Governor vowed 
that he would use the full powers of his office to com- 
bat any further proposals which would single out the 
soft drink industry for special taxation. 

“I do not propose to have burdens unduly placed 
upon any industry in the Commonwealth,” the Gover- 
nor asserted. But he repeated a warning issued earlier 
by state association officials that the industry had 
“better stay alerted” because “larger taxes will be 
needed” to meet the state’s 1953 budget, which he 
indicated would be record-high. “Right now,” he added, 
“vou are just on a recess.” 

Governor Fine, acclaimed by Pennsylvania bottlers 
as “the best friend this industry has ever had’, fur- 
ther declared that he did not expect the price of soft 
drinks to return to the nickel retail level when the tax 
was repealed. “Inflation”, he noted, “does hit your 
industry as well as any other industry.” 

The Governor’s pronouncement of his position on 
discriminatory tax legislation came after Pennsylvania 
association officials promised to never again be caught 
unprepared. 

“We have learned our lesson the hard way”, said 
retiring president Morris Levin, “and we know the tax 
fight will never be finished. Some legislators even now 
are campaigning for re-enactment of the beverage tax 

and we'll need a strong organization more than ever 
now to continue the fight.” 

Edward Wagner, A.B.C.B. Board Member from 
Cincinnati, pointed out that repeal of Pennsylvania’s 
beverage tax heartened bottlers throughout the nation, 
and would serve as a restraining influence on other 
state Legislatures. He presented “distinguished ser- 
vice” plaques, on behalf of the entire industry, to seven 
Pennsylvania trade leaders who spearheaded the suc- 
cessful tax fight. The plaque awards went to Fred 
Sebulske, Pittsburgh; Wesley Woodson, Altoona; 
Clarence Stoner, Harrisburg; Z. H. Confair, Williams- 
port; Asa Day, Wilkes-Barre; George S. Derry, Phila- 
delphia, and Morris Levin, Philadelphia. 

A substantial increase in the industry’s sales for 
1951 was forecast by Joseph LaPides, A.B.C.B. trea- 
surer from Baltimore, Md. All sales reports to date, 
Mr. LaPides said, indicate that national sales volume 
of bottled soft drinks this year will be at least 10% 
higher than the peak year of 1949. 

Other speakers who addressed the meeting included 
Fred Sebulske and George S. Derry, Chairmen of the 
Membership and Legislative Committees respectively ; 
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W. S. Hagar, Pennsylvania Department of Agricul- 
ture; J. P. Miller, special representative of the Penn- 
sylvania association and Arthur Dennis, counsel for 
a Philadelphia bottlers’ organization. 

The convention elected Wesley Woodson of Altoona 
as president for the forthcoming year, and E. H. 
Browning of New Castle, vice-president. Asa L. Day, 
Wilkes-Barre, continues as secretary and George S. 
Derry, Jr., continues as treasurer. 

The Keystone Bottlers’ Boosters Club, supplymen’s 
organization, re-elected C. J. Fortunato, Jr., Phila- 
delphia, as president. Don Cummins, Pittsburgh, was 
elected vice-president, and C. R. Hilton, Philadelphia, 
was re-elected secretary-treasurer. 


Tampa Coke Bottler Elected Head 
Of Florida Association 

Tom N. Henderson, Jr., 
Coca-Cola Bottling Co., was elected president of the 
Florida Bottlers’ of Carbonated Beverages at the 
annual convention of the Association, Oct. 14-15, in 


president of the Tampa 


Tampa. 

In addition to Mr. Henderson, who succeeds E. E. 
Dunnavant of Gainesville, Jim Mullen, Miami, was 
named as the group’s new vice-president. Re-elected 
as association secretary-treasurer was H. L. Robinson 
of Pensacola. 

A new slate of officers to head the Boosters Club, 
composed of representatives from firms supplying the 
state’s bottlers, was named. These officers are: Clark 
Comstock, president; Harry Hoover, vice-president; 
and Don McLeod, secretary-treasurer. 


Supply Troubles, Upward Price Trend 
Reported at Connecticut Convention 


The Connecticut Manufacturers of Carbonated 
Beverages’ one-day annual convention at Hartford, 
Oct. 15, was a sounding board for four prominent 
speakers to voice warnings concerning three major 
problems of bottlers today—prices, machinery avail- 
ability, and the invidious attacks of the dental pro- 
fession against the use of soft drinks. Richard Law, 
Advertising Director for Tru-Ade, Inc., Chicago, IIL, 
told the group of 75 bottlers and supplymen that the 
times call for proper pricing, adequate training of 
route-salesmen, and efficient operation using the best 
of apparatus if the bottler is to make his investment 
pay a profit. 

Discussing the machinery angle, D. B. Stone, Man- 
ager, Contract Sales Division, Crown Cork & Seal Co., 
Baltimore, Md., informed the group that the country’s 
demand for steel, copper and aluminum, now under allo- 
cation under CMP, had seriously affected the manufac- 
ture of bottlers’ equipment. “We are finding it increas- 
ingly difficult to get materials for new machines, and 
for parts as well,” he said. “Nor is this a temporary sit- 
uation—it will obviously get worse before it gets bet- 





CONNECTICUT OFFICERS 


C. D. Brooks. Jr., vice-president: A. R. Tomassetti, retir- 
ing president; Chris N. Buckley. new president; Carl 
Schirmer, secretary. 





ter. It behooves all bottlers to ‘get their houses in 
order’ with regard to their machinery requirements if 
they want to stay out of serious trouble.” 

The key question of prices received further atten- 
tion in an address made by M. J. Becker, Managing 
Editor of National Bottlers’ Gazette. Reporting on pre- 
liminary statistics brought out by a-current N.B.G 
nation-wide survey (published elsewhere in this issue), 
Mr. Becker pointed out that 70°7%, of the nation’s bot- 
tlers had raised prices, both prior to the “freeze” and 


subsequent to the price order. This was prouf, he said, 


that “bottlers fully realize their inability to price on 
a 1900 level in the face of 1951 costs.” He called for 
serious consideration of a general increase in deposit 
levels, pointing out that deposit increases were lag- 
ging behind price increases, although they occasion 
serious losses when the return rate remains about 
average. 

Spokesmen for dental and other groups who make 
public statements which connect sweetened beverages 
with tooth decay are engaged in the “peddling of per- 
nicious propaganda” John J. Riley, Secretary of 
A.B.C.B., told the convention. After almost a century 
of study, he pointed out, the dental profession has not 
been able to solve the problem of tooth decay to the 
satisfaction of its own members. 

Ted Richards, Commissioner of the Conn. Food and 
Drug Department, complimented the members of the 
association on their cooperation in complying with the 
letter and spirit of the State’s regulations. 

The two business sessions were presided over by 
President A. R. Tomassetti, Meriden, who in the elec- 
tions was succeeded by Chris H. Buckley, Pepsi-Cola 
bottler of Hampden. Chas. D. Brooks, Jr., Stamford, 
was chosen vice-president, and Emil Mascolo, Water- 
bury, and Carl F. Schirmer, Meriden, were re-elected 
treasurer and secretary, respectively. 

The Connecticut Service Club elected Tom Donahue 
(Thatcher Glass Co. Miller, (Owens- 


Illinois Glass Co.) vice-president; J. Gochros, (Conn. 


president; E. 


Carbonic Co.) secretary and Joe Hellauer (Pure Car- 


bonic, Inc.) treasurer 





A.B.C.B. CONVENTION-EXPOSITION 
New Jersey Asbury Park 
Missouri Kansas City 
South Caroling Columbia 
Kansas Topeka 
Georgia Savannah 
Massachusetts Boston 

New Mexico Albuquerque 
California-Nevada San Francisco 
Mississippi Biloxi 
Wisconsin Milwaukee 
Texas San Antonio 
Alabama Birmingham 
Washington Yakima 

Utah Salt Lake City 
Indiana Indianapolis 
Kentucky Louisville 
Illinois Chicago 
Michigan Grand Rapids 
Ohio Columbus 
New York Syracuse 
Minnesota Minneapolis 
North Dakota Willistor 
South Dakota Aberdeen 





1951-52 STATE CONVENTION CALENDAR 


The following State Association meeting dates have been definitely set for the 
1951-52 convention season. Additions to this listing will be made monthly. 


State City Hotel 


Washington, D. C. Nov. 12-15 
Berkeley-Carteret Nov. 30-Dec. 1-2 
President Hotel Dec. 2-3- 
Columbia Hotel Dec. ! 

Hotel Kansan Dec. 6-7-% 
General Oglethorpe Dec. 9- 


Statler Hotel Jan. 

Hilton Hotel Jan. 3 

St. Francis Jan. 2 

3uena Vista Feb. 3-4- 
Hotel Schroeder Feb. 

Gunter Hotel Feb. 10-11-12 
Thomas Jefferson Feb. 10-11-12 
Chinook Hotel Feb. 11-12 


Brown Hotel ‘eb. 21-22 
Hotel Sherman 

Pantlind Hotel 

Deshler-Wallick 

Hotel Syracuse 

Hotel Nicollet 

Plainsmen Hotel 

Alonzo Ward 


Dates Days 

1951 
Mon.-Thurs. 
Fri.-Sun. 
Sun.-Tues. 
Wed.-Fri. 
Thurs.-Sat. 
Sun.-Mon. 


Mon.-Tues. 
Thurs.-Fri. 
Mon.-Tues. 
Sun.-Tues. 
Mon.-Wed. 
Sun.-Tues. 
Sun.-Tues. 
Mon.-Tues. 
Fri.-Sat. 
Mon.-Tues. 
Thurs.-Fri. 
Wed.-Fri. 
Mon.-Wed. 
Mon.-Tues. 
Mon.-Tues. 
Sun.-Tues. 
Thurs.-Fri. 
Mon.-Tues. 


Feb. 15-16 
Feb. 18-19 
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Manufacturers of Certified Food Colors, Flavors, Extracts, Vanillas 
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America’s Oldest Manufacturer of Automatic Beverage Dispensers 
375 FAIRFIELD AVENUE « STAMFORD, CONN. 
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Here % just one of the 1951 series of KIST consumer ads 


. . . Shown actual size. This ad — and the others like it — are doing a real selling job for KIST 
bottlers everywhere . . . just ask "em! Yet newspaper advertising is only part of the big, new 
KIST cooperative promotion program. Other powerful salesbuilders include a radio program 

. radio “spot” announcements . . . billboard posters . . . sampling and special campaigns. 
No other complete line franchise offers bottlers such effective sales-aids! 





Most men | know le A ds 

are masters at “ 
Sophisticated talk; 

Give me a lad the field 
who gets me KIST 


On a plain old- s 
fashioned walk! : i power- 


promotion 


that sel|s! 


Build your future with Db crs 
: ra " ' write for details today: 





a9 
c { b 
( i \ L CITRUS PRODUCTS CO. 
soe 


\ 
Orange and Other Flavors ~~ \= = i Nl E. Hubbard St., Chicago 11 





Take home a handy carton of 6 bottles R- 
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12:30 P.M. THURSDAYS OVER MOST STATIONS 


Clicquot Club comes to United States television 
screens on America’s brightest, liveliest daytime 
television show starring Frances Langford, Don 
Ameche and their guests. It’s a coast-to-coast 


feature. It’s making business better for Clicquot 


Popular Club franchise bottlers in areas where, over 


80°. of all U. S. television sets are in use. 
Flavors 


Some franchise territories are open. Write 


for detailed information. 


Clicquot Club qua 


ICE d* KLEEK-O ) 
BEVERAGES 
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Look Inside 


and you'll see how simple carbonation c 


The key process of carbonation gets down to a pretty simple matter when it’s nee 
done with a Carbo-Cooler. Instead of two separate machines, the cooling and 
carbonating process is combined into one—with a lot of advantages picked up in doing so. 


CARBO-COOLER for CARBO-COOLER far 
PREMIX “US, 





CONVENTIONAL 5° 


FILLER 


operates 
Ke = com 
this: 


Warm, uncar- 
bonated water 
enters top head, 
enters: distribut- 
ing pan, flows 
over stainless 
steel cooling 
plates, becoming 
carbonated in 
transit, and enters 
reservoir cooled 
and carbonated, 
ready to flow to 
filler. 
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Warm water dnd 
syrup from syn- 
crometer enter 
top-head of 
Carbo - Cooler. 
Syrup enters 
stainless steel dis- 
tributing trough 
and is partly di- 
luted. Diluted 
syrup passes 
down portion of 
stainless steel = 
cooling surface for cooling and partial carbonation. Water 
passes down balance of cooling surface, is cooled to 
34° F. and carbonated. Just before entering reservoir, 
water and syrup are thoroughly mixed. Cooled and car- 
bonated mix collects in lower reservoir ready for filler. 
No shaking or mixing of bottles are needed after filling. 
Whether you operate a conventional filler or a premix filler, 


when you use the Carbo-Cooler you get all these unmatched 
advantages: 


SN 


et 





~ —> TO FILLER 


] , The Carbo-Cooler can be used interchangeably for conventional fillers 
and premix fillers 


YU ee a ee 
fore, with Carbo-Cooler, temperature in filling head is degrees cooler 


3. One piece of equipment (Carbo-Cooler) takes the place of two separate 
units. (Carbonator and Cooler) 


4. Product contacts stainless steel surfaces only, with all air excluded 
Why not get the profit-making Carbo-Cooler story today. 
Bulletin 181 sent upon request. No obligation. : 


MOJONNIER BROS. CO., 4601 W. OHIO ST., CHICAGO 44, ILL. 





IT’S A SURE THING... 


tor iF Stes 
Tr Ste 


How to make a good flavor TASTE BETTER 


Sure—it tastes better. Sure—it gets the play with con- 
sumers. Bottlers have proved that Merck Citric Acid 
brings out the flavor of a good beverage—makes a good 
flavor taste better. 


Other Merck Products 
for the Bottler: 
Lactic Acid Mineral Salts 
Phosphoric Acid Sodium Benzoate 


Sodium Citrate 
Tartaric Acid 


ACID 





NERCK A CO., INc 


Manufacturing Chemists 


RAHWAY NEw JERSEY 
In Canada: MERCK & CO. Limited—Montreal 
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WIDE 
and 
LOTS LOWER 


The newest HERMAN im- 
provement. It's 5 CASES 
WIDE to carry more cases 
per trip. It's LOWER—no 
reaching or straining. And 
its beauty advertises the 
goodness inside. 
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THE BIGGEST NAME 
IN BOTTLERS’ 
BODIES... 


The Herman Body Company is nationally famous as the biggest 
builders of bottlers’ bodies . . . those who own HERMANS know us 
as builders of the best, 


HERMAN BOTTLERS’ BODIES are All-Steel, All-Welded . . . the 
safest, most-practical, most-enduring construction ever designed. 
Mass production cuts costs all along the line. Styles for every 
delivery requirement... you can get just the body YOU need for 
your routes. Only in a HERMAN can you get HERMAN’S body 
building experience, mass production savings and engineering 
advancements. You can’t be satisfied with less! 


SEE US AT 
BOOTH SS! 
4.8.C.8. CONVENTION 
WRITE TODAY FOR LITERATURE 
AND DETAILED INFORMATION 
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International L-160 with 4-deck, 12-foot bottler’s body. Specially 
equipped unit hos a 235 case capacity 


averages 40 stops per day. 


The number of bottles you must charge off to 
delivery expense depends a great deal on your 
trucks. No matter what the particular problems 
of your operation may be... 

the right truck makes a tremendous difference! 


International Trucks for soft drink case and car- 
ton delivery come closest to meeting specific route 
problems. There are Internationals for long routes, 
. with body 
capacities to satisfy your particular case load 
capacity 


short routes and in-between routes 


needs. That means greater efficiency. 

The beautiful balance between power and pick- 
up in new International Truck valve-in-head 
engines speeds deliveries and keeps operating costs 
way down. New steel-flex frame construction com- 
bines the right flexibility for rough country routes 
with the ruggedness needed for heavier loads. 
Work saver for salesman 


Specialized features like the easy-to-load, 4- 


decker body shown above, save salesman time and 
work. That means he’s on the route earlier, can 
spend more time on displays, cooler checks. That 
adds up to more sales at lower cost. 

The new Comfo-Vision Cab —‘‘roomiest on the 
road,”’ offers him all the comfort of an overstuffed 
chair with firm back support thrown in. Super- 
steering assures more positive control from a more 
comfortable position, greater ease of handling, 
plus the shortest practical turning circle. (37° 

But that’s only the beginning of the story. Why 
not get the rest from your International Truck 
Dealer or Branch now? You can be sure he'll have a 
cost-conscious solution to your delivery problems. 


International Harvester Builds McCormick Farm 
Equipment ond Farmall Tractors... Motor Trucks 
Industrial Power... Refrigerators and Freezers 


INTERNATIONAL HARVESTER COMPANY + CHICAGO 


§ NTE RNATIONAL : pie, TRUCKS 


i lla of the Highway” 
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ul Your | Hee Soklic / OPERATING 


Beverage-Cooler Department, Dept, VB-11 
Nash-Recvinaton Compumation ii] [Tf 


14250 Plymouth Road, Detroit 32, Michigan 


Gentlemen: Please send me pricing information on 
the new Kelvinator Beverage Cooler. Also send 
me without cost or obligation your illustrated 
booklet “Bottlers’ Operating Guide™ containing 
% information on how to sell, service and finance my 


own Cooler Program 


teal NAME 


STREET ADDRESS 


CITY ZONE STATE 


+ Attractive Financing Plan. 


Yes, put your name and address on this coupon + Meter Plan. Your dealers own Kelvinator 

. paste it on a penny postcard and mail it coolers for only a few cents a day. Never a 
today! Receive, by return mail, this FREE Kel- down payment or lump sum to be collected! 
vinator booklet that tells how to sell, service and 
finance your own Cooler Program. Remember! 
ONLY Kelvinator’s plan gives you ALL THESE! 


+ Network of 44 distributors for “right-at- 
hand” service, sales and finance assistance! 


¥ 5-Year Warranty! 


Put Your 


Brand Nam 
Here! 


Yes! With your brand-name on this 








Kelvinator Cooler . . . your bev- 
erage sales will show a steady increase! Unsurpassed 
Kelvinator experience in building this kind of refrigera- 
tion equipment means finest protection for your product 

. stepped-up impulse sales . . . profits you can count 


Leavetherestto === 


re ~— Cool ers! 


Detroit 32, Mich. 
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For Uniform Quality the World Over 





Infileos JBAS 


helps in OMAHA, Neb. 


‘our water supply is highly variable, but our Infilco equipment 
has always scored 100%.” 
says M. L. Gothard, Omaha Coca-Cola Bottling Co. 





om fh atl ~é 
~—ws b ; * di ’ 





OMAHA'S JBAS-1500 
water-treating plant 
with Infilco disk 
filters (right) 


“Compared to our old plant 
the JBAS is a real source of satisfaction.” writes Mr. Gothard. 
Join over 
Here's why. JBAS: 500 other bottlers — 
REDUCES FLAVOR-KILLING ALKALINITY include Infilco 


equipment in your 


REMOVES ORGANIC MATTER plans for more sales, 


more profits. 
(cause of cloudiness, spoilage, foaming) “ 


REMOVES WATER TASTES AND ODORS 


INFILCO INCORPORATED Bf J 1cson, Arizona 





© BETTER WATER CONDITIONING * 
AND WASTE TREATMENT SINCE FIELD ENGINEERING OFFICES IN 26 PRINCIPAL CITIES 
1894 


World’s Leading Manufacturers of Water Conditioning and Waste-Treating Equipment 
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Diversey Relion is the practical, economical, surpris- 
rat:4 hms totes (clear o) olucr:(oemcemaetcBacltiatetcmuc:tioltit ae) Molelad (ace 
Any basis of comparison proves the outstanding -superi- 
ority of Relion . . . proves that it gives you clean 
sparkling clean bottles at low cost every time! 

Your Diversey D-Man will be pleased to show the 
remarkable bottle washing efficiency. Relion assures! 
Let him show you the difference on your own bottle 
washing operation. There is no obligation for this 


D-Man service. Investigate today. 


CALL YOUR DIVERSEY D-MAN TODAY 
He's prepored to give you expert advice on all sanitation 
w ne and insect control operations 


o ‘) 
] “micas 


THE DIVERSEY CORPORATION 


1820 Roscoe Street « Chicago 13, Illinois 
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OPERATORS HAVE 


MADE THEIR CHOICE! 


h ere , Ss W h y ! Automatic SodaShoppe 
is the first cup dispenser to deliver a drink equal in quality to 
the finest bottled beverage because of its famous Jet Carbo- 
Cooler. 


3-FLAVOR CUP Automatic SodaShoppe is the first machine that assures service- 
: DISPENSER free operation because it is a marvel of mechanical and electrical 
simplicity. 
Automatic SodaShoppe is the first light weight unit (only 530 
Ibs.) that has a 1000 cup and 1800 drink syrup capacity. 


AUTOMATIC PRODUCTS CO. 


America’s Foremost Pioneers Of Beverage Dispensers 
250-N W. 57th St. New York 19, N.Y. Plaza 7-3123-4 


Factory: Minneapolis, Minn. 
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bottler’s pocket! 





TWITCHELL’S -202 GINGER ALE PUT IT THERE 








An Ohio bottler was making ginger ale at the rate 
of 100,000 cases per year. Nice volume. but. other 


items in the line—flavors with much smaller annual 


















sales—were way ahead in profits. 
After checking all the factors. we recommended our 
*202 Ginger Ale. Here are the results: 
(1) Instead of spending $3,000) per year for an 
ordinary two-ounce ginger ale flavor at $9.00 
a gallon. the bottler now enjoys the same pro- 
duction at a flavor cost of only $1.500. Reason: 


only 's oz. of 


202 Ginger Ale is needed to 
the gallon of syrup. 

(2) The bottler used to pay about $300 a year in 
transportation charges for ginger ale flavor. 
That's slashed to 875 now. Reason: one gallon 
of «202 does the flay oring job of four. 

3) The bottler 
space. He spends less time checking flavor in 
and out of inventory. Reason: 75°, less bulk 


is conserving valuable storage 














to handle. 








lt all adds up to at least $2,000 in pocket! As for 
quality and goodness. only the finest of gingers are 
blended into #202. 











Modified with lime and other 


flavors, it produces an unbeatable beverage for both 





tavern and home trade. 
Why not brighten vour own profit picture with +202 
Ginger? Write for a generous. free sample. We'll 





get it off at once. 


y 
S. 





COMPANY 








us. N gy 82 





yeors of service to bottlers 





CRESTMONT AND HADDON AVES. ¢e CAMDEN 4, N, J, 
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33rd ANNUAL A. B. C. B. 


Monday, Nov. 12 


REGISTRATION—National Guard Armory, 9.00 
A.M. to 6:00 P.M. daily. (Sunday only, between 1:00 
P.M. and 6:00 P.M, registration on the mezzanine 
floor of Hotel Statler.) 


9:00 AM.—BREAKFAST AND ANNUAL 
STATE ASSOCIATION CONFERENCE 
(Presidents and Secretaries) —South American 
Room, Statler Hotel. Thomas F. Mansfield, Chair 
man 

12:00 Noon—GRAND OPENING OF A.B.C.B 
NATIONAL BEVERAGE EXPOSITION—Na- 
tional Guard Armory. Entrance to the Exposition 
restricted to badge holders 

6:00 P.M.—Closing of National Beverage Exposi 
tion 

EVENING 
This evening set aside for dinners, meetings 
and other special events arranged by exhib- ' 
itors and other industry groups 


Tuesday, Nov. 13 


Sessions of the 33rd Annual A.B.C.B. Convention 
will be held at the National Guard Armory. Use 
main entrance. The National Beverage Exposition, 
also at the National Guard Armory, will open at 
1.00 P.M. following convention sessions 


10:00 AM—OPENING OF 33rd ANNUAL 

A.B.C.B. CONVENTION 

Singing of “Star Spangled Banner” 

Call to Order—President Alvin G. Beaman, Pre 
siding 

Invocation—Dr. Frederick Brown Harris, Pastor 
of Foundry Methodist Church and Chaplain, 
United States Senate 

Address of Welcome—Honorable F. Joseph Don- 
ohue, Commissioner for the District of Colum 
bia 

Roll Call 

Report of the President, Alvin G. Beaman 

Report of the Treasurer, Jos. Lapides 

Report of the Secretary, John J. Riley 

Appointment of Convention Committees 

ADDRESS: (Speaker to be announced) 

Report of the National Legislative Committee— 
James Vernor, Detroit, Michigan, Chairman 
ADDRESS: “What Is Our Future”—T. H. Stan 
ley, Vice-President, Nehi Corporation, Colum 

bus, Georgia 
Report of Educational Services Committee—E 
Robert Anderson, Rochester, N. Y., Chairman 
1:00 P.M—OPENING OF THE 1951 NA 
TIONAL BEVERAGE EXPOSITION 


1:30 P.M.—Meeting of A.B.C.B. Executive Board, 
Potomac Room, Statler Hotel 
SPECIAL MEETINGS 

(Room 303, West Building, National Guard Armory) 
2:30 P.M—FILM 

3:00 P.M. — Discussion — “IMPORTANT FAC 
TORS IN BOTTLE WASHING’—John P 
Greze, Chief Bacteriologist, Oakite Products, Inc., 
New York, N. Y 

3:45 P.M.—Discussion period 

6:00 P.M.—Exposition closed for the day 

7:00 P.M.—Dinner Meeting, A.B.C.B. Executive 
Board, Pan-American Room, Statler Hotel. 

7:30 P.M.—Meeting of Nominating Committee 
9:15 P.M.—A.B.C.B. ENTERTAINMENT AND 
BALL—Presidential Ballroom, Statler Hotel. An 
informal get-acquainted party for bottlers, exhib- 
itors, and their guests. Admission by convention 
badge. Entertainment program begins 9:15 P.M., 
followed by dancing 


Wednesday, Nov. 14 


10:30 A.MM—ANNUAL CONVENTION (Second 

Session) 

Report of Research and Public Relations Commit 
tee—Thomas Moore, Minneapolis, Minn., Chair 
man. 

ADDRESS: (Speaker to be announced) 

Report of Membership Committee—E. A. Bos 
trom, Grand Forks, N. D., Chairman 

Presentation of A.B.C.B. Medal of Industry Ser 
vice to Edward Wagner, Cincinnati, Ohio. 

Panel Discussion—*THE INDUSTRY'S CUR 
RENT PROBLEMS.” 

Unfinished Business. 

1:00 P.M—OPENING OF 1951 NATIONAL 

BEVERAGE EXPOSITION 

SPECIAL MEETINGS 
(Room 303, West Building National Guard Armory) 
2:30 P.M.—Discussion—"“O. P. S. and Price Con- 

trols in the Soft Drink Industry,” Clarence C 

Benedict, Chief, Grocery Product Branch, Food 

and Restaurant Division, Office of Price Stabiliza 

tion 
3:00 P.M.—Panel Discussion — “PRODUCTION 

PROBLEMS IN THE PLANT'—Panel Mem 

bers: Dr. B. C. Cole, Seven-Up Company, St 

Louis, Mo.; Dr. S. S. Epstein, Kirsch’s Beverages, 

Brooklyn, N. Y.; Stephen Gullo, Pepsi-Cola Com- 

pany, New York, N. Y.; J. F. Hale, Nehi Cor 

poration, Columbus, Ga.; Harry E. Korab, 

A.B.C.B. Technical Service Director, Washington, 

D. C.; Dr. J. H. Toulouse, Owens-Illinois Glass 

Company, Toledo, Ohio. 

6:00 P.M.—Exposition closed for the day 
8:00 P.M.—Meeting of Resolutions Committee 
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BRARFEDHRM 


CONVENTION-EXPOSITION 


Thursday, Nov. 15 


10:30 AM.-ANNUAL CONVENTION (Third 

Session) 

Report of Sales Promotion Committee—A. B 
Hatcher, Charleston, W. Va., Chairman 

Report of A.B.C.B. Special Sugar Committee— 
Wilbur H. Glenn, Columbus, Ga., Chairman 

ADDRESS: “BALANCING PRICE, VOLUME, 
COSTS, AND PROFITS”—Dr. Charles Reitell, 
of Stevenson, Jordan and Harrison, New York 
N. Y 

Report of Defense Planning Committee—John F 
Leary, Newburyport, Mass., Chairman 

ADDRESS: “IS IT WORTH SAVING?"~J. L 
Brakefield, Director of Public Relations, Lib 
erty National Life Insurance Company, Bir 
mingham, Ala 

New Business 

Report of Resolutions Committee 

Report of Nominating Committee 

Election and Installation of Officers 

General Discussion for Good of Association 

Adjournment 


1:00 P.M—OPENING OF 1951 
BEVERAGE EXPOSITION 


NATIONAL 


SPECIAL MEETINGS 
(Room 303, West Building National Guard Armory) 


2:30 P:.M.—Discussion—*‘LABOR SAVING PRO 
CEDURES IN THE BOTTLING PLANT,” 
Lynn La Garde, Engineering Division, The Coca 
Cola Company, Atlanta, Georgia 


3:15 P.M.—Discussion—‘THE WAGE STABIL 
IZATION PROGRAM AND ITS CONTROLS" 
John W. Whittlesey, Technical Assistant to In- 
dustry Members of the Wage Stabilization Board 
Washington, D. C 


6:00 P.M.—Final Closing of 1951 National Bever 
ige Exposition 


7:15 P.M.—A.B.C.B. DINNER AND ENTER 
TAINMENT 


DINNER—Presidential and Colonial Ballrooms, 
Statler Hotel 


ENTERTAINMENT—Music and stage show in 
cluding Jack Morton and his orchestra, and a 
galaxy of vaudeville acts. Seating by advance 
reservation. Dinner tickets $7.50 per plate. Dress 
optional 


Friday, Nov. 16— Executive Board Meeting — the 
regular post-Convention meeting of the A.B.C.B 
Executive Board will convene at 10:30 A.M., on 
Friday, November 16, Capitol Room, Statler Ho 
tel, Washington, D. C 
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Entertainment Program 
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Monday, Nov. 12--No formal program has been 
planned for the ladies on this day. You will be 
strictly “on your own”, with all of Washington 
and its historic beauty spots awaiting you. No 
“admission tickets” will be required, but for some 
of the buildings, courtesy cards have been pro 
vided. (Inquire at A.B.C.B. registration desk). 


THINGS TO SEE 

Bureau of Engraving—Federal Bureau of Investi- 

gation—Capitol—National Gallery of Art—National 

Museum of Natural History—Smithsonian Institu- 

tion—Library of Congress—Supreme Court Build- 

ing — Folger Shakespearean Library — Archives — 

Cathedrals, Catacombs, Temples! 

In the evening, exhibitors hold open house and 

scheduled parties at various hotels. 

Tuesday, Nov. 13—2:00 P.M.—Bus Tour. Buses will 
leave promptly at 2:00 P.M. from Statler Hotel 
(Sixteenth Street entrance). A tour routed to in- 
clude business and residential sections, public 
buildings and memorials, Embassies, National 
Zoological Park, Rock Creek Park, the Mall, Tidal 
Basin, Hains Point and many other points of in 
terest. Admission by Entertainment Ticket only 
Stops will be made at Lincoln Memorial and 
Jefferson Memorial 

9:15 P.M.—A.B.C.B. Entertainment and Ball. Presi 
dential Ballroom, Statler Hotel. Informal. Ad 
mission by Convention badge. Entertainment pro 
gram begins 9:15 P.M., followed by dancing 

Wednesday, Nov. 14—1:00 P.M.—Guest-of-Honor 
Luncheon, Blue Room, Shoreham Hotel. The 
Shoreham is located in an uptown residential area 
—half an hour by taxi from the Armory; 15 min 
tes from downtown. Basement parking for those 
who drive their own cars. Admission by Enter 
tainment Ticket only 
The evening is “free’—no scheduled A.B.C.B 

events. Exhibitor parties in various hotels 

Thursday, Nov. 15—9:30 A.M.—Bus Tour to Mt 
Vernon. This tour will leave promptly from as 
sembly point at the Statler Hotel. Points of in- 
terest will include Arlington Cemetery, Tomb of 
the Unknown Soldier, Home of General Robert 
E. Lee, Pentagon Building, Historic Old Alexan 
dria (George Washington’s Home Town), includ 
ing Christ Church. (Time about 4'. hours.) Ad 
mission by Entertainment Ticket only. 

7:15 P.M.—A.B.C.B. Dinner and Entertainment 
Dinner—Presidential and Colonial Ballrooms, Ho 
tel Statler. Entertainment—music and stage show, 
including Jack Morton and his orchestra and a 
galaxy of vaudeville acts. Seating by advance 
reservation. Tickets $7.50 per plate. Dress op 
tional 
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LIST OF EXHIBITORS 


7 HE 1951 Beverage Exposition is a complete sellout, 


+} 


vith every exhibit space assigned t 1 of the 169 ers, 


refrigeration equipment, heating equipment and boil- 
and so on. There are over fifty service companies 


firms which have signed up for the Big Show. This on the floor and as many franchise and specialty drink 


is twenty-two more th: F : the San Francisco companies 


show had a ter of 147 companies showing then Centrally located Booth No. 322 will be occupied by 


equipment, supplies and services for the bottler. The National Bottlers’ Gazette and its Spanish-language 
Washington Exposition, held in one of the finest show affiliate. Sm bot 


ellador. A warm and cordial invita- 


buildings in the cour trv, will therefore be larger in tion to visit us is extended to all members of the trade 


to inspect, as all exhibits are located and allied industries. Come in for a chat, for informa- 


unencumbered by walls, columns, or tion, or Just to visit or rest We'll be 


glad to welcome 


other divisions t 


you and to help you in any way we can. Photographers 


Heavy machinery u bottle washers, will not will be constantly in attendance to record all visitors, 


be shown this vear ver-firms of the Beverage and prints of these pictures will be immediately 


Machinery Manufacturers’ Association continue thei? available 


policy hysically displaying the larger units of bot The complete list of exhibitors follows. Headquar 
equipment every two years. Nonetheless, a rs | for the 


hotels for Various companies are listed, as 


complement o juipment will be on display well as their roster of representatives. Booth locations 
including materials I LILI py Vie ; l al q lickly determined by reference to the floor 


room equipment, 


le preceding pages 
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ACME STEEL CoO. (465) 

Representatives: John H. Prout, V. J. Fiore, G. E. Helm 

AMERICAN BOTTLER (242) 

AMERICAN COATING MILLS, INC. (458, 460) LEE HOUSE 
Representatives: W. W. Finn, W. E. Terry. D. R. Earl, R. W. 
Lindquist, F. J. Leahy, K. D. Myers 

AMERICAN MANUFACTURING CO. (525) STATLER 
Representatives: Harry C. Robinson, W. P. Milner, Harry L. 
Cash 

AMERICAN PARTITION CORP. (614) AMBASSADOR 
Representatives: Milton M. Chernin. Cornelius Nooy,. S. 
Friedlander, Sheldon Shumow 

ANCHOR HOCKING GLASS CORP. (341, 343) WASHINGTON 
Representative: Edward Wells 

ARMSTRONG CORK CO. (331) STATLER 
Representatives: J. M. McCormick, M. E. Colson, A. M. 
Cavin, B. M. Humphries, R. L. Hilton, J. G. Carpenter, Q. E. 
Couch, R. C. Wagner, J. H. McCrea, G. H. Eshelman., R. A. 
Horning, S. F. Scott. Jr.. R. M. Knupp, R. E. Turner, J. C. 
Feagley. O. W. Pees, R. H. Hetzel, W. E. Cash, G. R. 
Bulifant 

ARTKRAFT MANUFACTURING CORP. (564) 
Representative: Dick Behr 

ATLANTA PAPER CO. (625) MAYFLOWER 
Representatives: Arthur L. Harris, Henry H. Ogden, Homer 
W. Forrer. Al Williams, Jack Ryals. John Reaves, Ben E. 
Frankel 

ATLAS METAL WORKS (437) 

Representatives: Boude Storey, Jr., Ernest Powers 

B-1 BEVERAGE CO. (446) MAYFLOWER 
Representatives: Oliver C. Thener, G. R. Fitzgerald. J. E. 
Makay,. Mort Bogie. Lou W. Harvey 

BARQ'S INC. (337) MAYFLOWER & BLACKSTONE 
Representatives: Jacinto B. Baltar. A. H. Court, Harold 
Stone, Logan B. Schirmer, John J. Richey 


BARRY-WEHMILLER MACHINERY CO. (310, 312) 
MAYFLOWER 
Representatives: Paul K. Wehmiller, R. H. Brady. E. King 
Graves, Rube E. Wagner, C. K. Ferns 


THE BEN-RITZ CO. (642) 


THE BEVCO CoO.., INC. (620) AMBASSADOR 
Representatives: Sam C. Dorman, James M. McElroy, Geo. 
M. O'Neil, W. C. Drake, Harold Rowton, J. E. Waldman. 
Earl Wilkerson, George Lochhead, Jess W. Brewbaker 


BEVERAGE MACHINERY MANUFACTURERS 
ASSOCIATION, INC. (602) 


BIRELEY’S DIV. GENERAL FOODS CORP. (443) RALEIGH 
Representatives: Lynn J. Johnson. Darrell Ingalls, H. J. 
Finn, J. S. Felder, R. J. Pearson, F. C. Meyer, Lloyd Lisk 


BLUE SEAL EXTRACT CO. (244) WARDMAN PARK 
Representatives: E. A. Morgan, S. R. Casey, Henry Mitchell, 
Greg B. Rains. Jay Clancy 


BOND CROWN & CORK CO. (130) STATLER 
Representatives: A. O. Holsinger, W. F. Emden, F. D. Dearth, 
G. E. Kummerow, R. J. Scott, A. P. Vining, J. L. McLean, 
W. H. Hartman, A. L. Lawson, E. P. Galvin, L. V. Liddy. 
E. V. Novak, E. Z. Prince, G. E. Wells, O. E. Corrigan, 
F. H. D. Wolf, C. W. Dermitt, Carl Johnson, G. S. Yull, 
J. H. Weekley, Nathan Boddie, R. G. Greathouse, John 
Tarpley, R. H. Preston 


BOTTLERS APPLIANCES, INC. (113, 115) RALEIGH 
Representatives: Bryce P. Beard, L. E. Taylor. Chas. Chalich, 
John H. Beard, Leonard H. Schwarz, C. H. Ballard, A. P. 
Beard, O. A. Brightwell, Jr.. Harold W. Wiese. Marcy Burns 
Wm. W. Burns, Sr., Wallace Thompson, B. P. Beard. Jr. 


BOTTLING INDUSTRY (624) 


ANNAPOLIS 


RALEIGH 
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BROCKWAY GLASS CoO.., INC. (612) RALEIG-1I 
Representatives: E. M. Tyndall, Charles Chintala, James 
Giddings, R. M. Kirkpatrick. G. A. Mengle. A. V. Hall, O. P. 
Amberg, W. A. Hett. Maurice Honickman 

BROWN MANUFACTURING CO., INC. (441) WASHINGTON 
Representatives: R. M. Brown, Sally Luedtke 

BURNS BOTTLING MACHINE WORKS, INC. (405) 

MAYFLOWER 
Representatives: James O. White. Wm. W. Burns, Sr., Mrs. 
Iona Burns Shephard, Wm. W. Burns, Jr., Bill Fontany, Wm. 
Al Quinn, W. C. Bishop 
CALIFORNIA FRUIT GROWERS EXCHANGE (431) 
MAYFLOWER 
Representatives: D. R. Thompson, L. C. Gallagher. T. F. 
Baker, E. L. Rhoads, J. L. Gilbert, C. E. Scovern 

CANADA DRY GINGER ALE, INC. (451) 

CARDOX CORP. (563) CARLTON 
Representatives: C. A. Dunn, R. T. Omundson, J. P. Lamkin, 
J. S. Artman, J. E. McGinn. Andrew Miller 

CHAIN BELT CO. (409) 

Representatives: G. H. Woodland, Ed Rhodes 

CHATTANOOGA GLASS CO. (120) 

CHERRY BLOSSOMS MANUFACTURING CO. (347) WILLARD 
Representatives: James A. Sedgwick. William Sedgwick. 
Glenn W. Sedgwick, Walter Scales, Alex Galway, Earl 
Hielsberg 

CHERRY SMASH CoO. (611) RALEIGH 
Representatives: Norman R. Pond, Landra B. Platt, James 
B. Platt. E. C. Auberle, Robert F. Pond, A. H. Whitelock 

CHEVROLET MOTOR DIV. GEN. MOTORS CORP. 

(544, 546, 643, 647) 

CHOCOLATE PRODUCTS CO. (319) MAYFLOWER 
Representatives: A. T. Kurgans, A. D. Pashkow 

CITRUS PRODUCTS CO. (142) MAYFLOWER 
Representatives: P. H. Northchild, H. S. Embree, D. E. 
Woode,. Mark Decker, L. J. Vermillion, F. M. Rippee, M. A. 
Edwards, G. B. Howard 

CLARK EQUIPMENT CO., INDUSTRIAL TRUCK DIV. (461) 

CLICQUOT CLUB CO. (538) STATLER 
Representatives: W. H. Parker, H. Earle Kimball, A. T. 
Barnard, L. P. Stafford, M. E. LaVere, Lewis McDermott 

CLOVERDALE SPRING CO. (464) STATLER 
Representatives: Gilbert B. Redmond, Pannill Martin, C. O. 
Beckner, Rudy Koser, Dr. Frank M. Boyles 

THE COCA-COLA CO. (124) STATLER & CARLTON 
Representatives: Frampton King, Edgar J. Forio, James T. 
Beers, John Jenkins, Ovid Davis, C. P. Swan 

COMMERCIAL FILTERS CORP. (609) 

CONSOLIDATED CORK CORP. (246) STATLER 
Representatives: Fred K. Heyman, Bill Pipes, Jean Pipes, 
John Beach, Mr. and Mrs. H. Bixby. Bob Brett. Joe Coghlin. 
Jack Garland, Dewey Lackey. Glenn Sweet, Dick Moffitt. 
Ralph Heyman, Mort Richards, Henry Riekes, Ed Sten, Mr. 
and Mrs. M. Stern, Harry Stout, Al Torras, Wallace Tonissen 

CONSOLIDATED SIPHON SUPPLY CO.., INC. (407) 

CORN PRODUCTS SALES CO. (447) 

Representatives: W. R. Edwards, J. Glienke, A. Thumler, 
N. C. Wilson 

THE CROWN CORK 4 SEAL CO. (304, 306, 308) 

DAD’'S ROOT BEER CO. (532) MAYFLOWER 
Representatives: B. Berns, Ely Klapman, Louis Belman, 
Mark T. Maxwell, Len Brown, William H. Russell 

DELAWARE PUNCH CO. OF AMERICA (326) MAYFLOWER 
Representatives: C. T. Abbey. W. V. Ballew, G. S. McDonald 

DE LISSER EXTRACT CO.., INC. (663) 

DIAMOND ALKALI CO. (£22) SHOREHAM 
Representatives: C. W. Turner, J. E. Davis, H. E. Reith 
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THE DIVERSEY CORP. (554) 

Representatives: H. A. Reiger. W. E. Noyes. J. M. Sharp. 
G. R. McCurdy. J. K. Bradford. Jr., C. E. Tuttle 

DR. PEPPER CO. (332) STATLER 
Representatives: E. M. Dosser, L. M. Green. W. W. Clements, 
C. L. Callaway. Ernest Marmon, Pat Barry 

DR. SWETT’S ROOT BEER—O-SO GRAPE CoO.., INC. (239) 

WILLARD 
Representatives: M. F. Walser. R. A. Conover. B. R. Koch. 
R. E. Ryan, E. A. Thomas, T. C. Bateman. P. W. Schauff. 
J. P. Speisser 

BRUCE DODSON 4 CO. (261) WILLARD 
Representatives: N. E. Dillingham, P. A. Minteer, E. J. 

Grandpre 

THE DOUBLE COLA CO. (535, 537) 

MAYFLOWER & BLACKSTONE 
Representatives: C. D. Little. C. W. Wheland, J. M. Geeslin. 
R. R. Ashley. John J. Wall, D. T. Carnahan, W. A. McMahan, 
Paul C. Haase, Mr. and Mrs. L. B. Krick. Robert A. Littleton 

EMPIRE BOX CORP. (117) 

G. C. EVANS SALES CoO. (543, 547) STATLER 
Representatives: G. C. Evans. Sr.. Q. J. Evans, G. C. 
Evans, Jr. 

THE FILTER PAPER CO. (511) SHOREHAM 
Representatives: Ray Zyant. E. O. Mergen, J. Bernotus 

FIRSTENBERG BOTTLERS’ EQUIP. CO., INC. (411) 

AMBASSADOR 
Representatives: Jack S. Goldberg. L. Firstenberg. D. S. 
Wohl. S. Goldberg 

FLAVOREX CO. (567) AMBASSADOR 
Representatives: Harry Sachs, Ira M. Weissel. Arthur R. 
Neumann, O. M. Fish, Thomas R. Gunning. Edwin Palmer 

FOOTE 4 JENKS. INC. (138) WARDMAN-PARK 
Representatives: Paul W. Thurston, O. W. Badger, Clarence 
E. Davis, Keith J. Jones, John B. Main. W. S. Maute, John 
M. Morse. M. B. Moseley. Sidney Ross. L. C. Smith, T. J. 
Torjusen, Earl Weed, Worth Weed 

FORD DIV. OF FORD MOTOR CO. (214) 

Representatives: J. A. Dillon, Paul Herfurth, Sam Watt 
T. W. Beattie. J. J. Larkin 

FRONTIER MANUFACTURING CO. (639) 
Representative: D. O. Beren 

THE FROSTIE CO. (644, 646) CONGRESSIONAL 
Representatives: Edmund T. Leonard, George H. Racken 
sperger. Thomas M. DeCorse., Milton W. Cooper, William 
A. Allewalt 

GAYLORD CONTAINER CORP. (660, 664) SHOREHAM 
Representatives: Arthur Erdhaus. B. M. Williams, G. G. 
Hertslet 

GENERAL HYDRO CO. (622) 

Representatives: P. S. Roller, Hank Wolff 

GENERAL VENDING MACHINE CORP. (565) 
Representatives: Terry Terhune, E. A. Terhune, Arthur 
Froemel 

GIDEON-ANDERSON LUMBER CO. (513) MAYFLOWER 
Representatives: Jesse A. Hurder, Milton Broker, O. W. 
Pees, A. T. Marcus. Earle S. Potter 

GLENSHAW GLASS CoO.., INC. (527, 531) SHOREHAM 
Representatives: A. C. Meyer. G. W. Meyer. Robert M. Kay. 
A. C. Schwartz, John W. Burke, N. Rosenstone, F. Lopez Del 
Rincon, Wm. B. Gundling, Jas. B. Crawford. Jay Auld 

GODCHAUX SUGARS, INC. (327) STATLER 
Representatives: Justin Albert Godchaux, Frank W. Deluzain 

THE GOODY CO. (662) DODGE 
Representatives: C. M. Wing. Hymen Goodman, Don Rieman 

THE GRAPETTE CO. (352) STATLER 
Representatives: B. T. Fooks. A. Roy Allen, Wm. E. Mankin 
J. L. White, J. E. Findley. J. E. Sands, Leo De Leuze 


SHOREHAM 
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GREEN & GREEN (146) STATLER 
Representatives: A. M. Green, J. B. Green, Sr., J. B. Green, 
Jr.. R. H. Green, Sr., B. H. Mushkin, Jos. B. Ungerer. Jack 
W. Burman, Sol Schneider. Abe Margolin, A. B. Miller, Jr. 

THE HEIL CO. (604) 

Representatives: George Pryor, Paul Miller. Herb Mierswa, 
Wm. Schumacher, Fred Wrede 

THE HERMAN BODY CO. (551) 

HESSE CARRIAGE CO. (634, 636, 638) SHOREHAM 
Representatives: C. T. Falk. William Grimshaw. Jr. 

HEYMAN PROCESS CORP. (160) 

Representatives: Dr. Wilbert A. Heyman, Ruth K. Heyman, 
Marjorie Lee Heyman, Wilbert A. Heyman, Jr. 

THE CHARLES E. HIRES CO. (247) STATLER 
Representatives: C. M. Lamason, J. F. Gorski, J. R. Minten. 
R. A. Kane, D. L. Sloan, J. F. Barr. D. A. Mint 

JACOB HOUSE & SONS (656) 

HURTY-PECK & CO. (240) 

Representatives: L. A. Enkema. A. W. Noling. N. McClel- 
land, Rudy Carlson, Dick Conners, Paul Connell, Don Wil- 
son, Albert Connell, Walt Sohrweide 

W. H. HUTCHINSON & SON, INC. (552) MAYFLOWER 
Representatives: L. I. Rosene, R. F. Delaware, M. Bengtsen. 
J. S. Kelley. H. E. Antonson, C. L. Cole. A. T. Marcus 
I. Moore, R. R. Wagner, J. W. Douglass, Vic Birkeland. 
Walter Embrey. Denzil Fowls, Paul McMackin, Hugh Mc 
Mackin, M. L. Ramey 

IDEAL DISPENSER CO. (652. 654) SHOREHAM 
Representatives: John C. Rieger. Wm. M. Kelley. Ralph 
Warner. Harold Smalley. Robert Ulbrich. Walter Park. 
Fred Dean, John Johnson. Wm. Caudell, Jr., R. L. Budde 
Lee Watlington. John R. Orendorff, Eugene White, Thos. L. 
Dyer. M. B. Abbey. Martin Singleton, Frank Connell. L. V. 
Nowlin, H. A. Putman, Warner Palm, Arthur Sloyer, Wayne 
Sloyer. Howard Tebay. C. E. Logan. Ed Sieracki. Wm. J. 
Fette. F. N. Baker. R. A. Lancaster : 

INFILCO INC. (342) CARLTON 
Representatives: C. Vander Molen, C. D. Morelli, E. M. 
Battey. R. S. Muller 

INTERNATIONAL HARVESTER CO. (139, 143, 145) 

F. L. JACOBS CO. (151) SHOREHAM 
Representatives: T. R. Buttrick. L. E. Hirsch. L. E. Mock 

THE JULEP CO. (346) MAYFLOWER 
Representatives: V. P. St. Aubin, H. S. Clingman. W. D. 
Crimmins, M. W. Glenn, C. R. Clark. W. E. Farmer 

KISCO BOILER & ENGINEERING CO. (651) AMBASSADOR 
Representatives: Wm. L. Kisling. J. B. Fretz, H. D. McDonald 
B. T. Stansbury, Mr. Hardy 

KNOX GLASS BOTTLE CO. (613, 615) SHOREHAM 
Representatives: J. H. Underwood. H. R. Gayden, S. L. 
Morgan 

H. KOHNSTAMM 4 CO.., INC. (514) SHOREHAM 
Representatives: Arthur D. Vogel, Dr. David Jorysch, E. M. 
Moss, Andrew J. Torter, Robert H. Pulver, Justin Pulver 

V. & E. KOHNSTAMM., INC. (359) MAYFLOWER 
Representatives: Edgar J. Kohnstamm, M. M. Klein. E. V. 
Gordy. Wm. Bell, S. G. Fein. Leonard Katz, E. Kleiman 

KOL-FLO KOOLER CO. (641) AMBASSADOR 
Representatives: John E. Kostura, Thomas La Rocco, Jesse 
Hoag. Victor Seifert 

ARCHIE LADEWIG CO. (559) WILLARD 
Representatives: Archie E. Ladewig. George F. Soelch, 
Edw. H. Goldacker, Frank P. Kern, Wm. Ladewig 

LAURENS GLASS WORKS. INC. (432) STATLER 
Representatives: R. H. Roper. R. H. Roper, Jr.. R. R. Nickels. 
Jr.. G. W. Lumm, W. C. Link. W. W. Starnes 

J. F. LAZIER MFG. CO., INC. (232) 

A. J. LEHMAN CO. (344) WILLARD 
Representatives: Philip Steiner. Joseph Steiner. Charles 
Schaal, Sydney Tanner 
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LIBERTY GLASS CO. (229) WILLARD 
Representatives: J. R. Starnes, Geo. F. Collins, Jr.. Wiley M. 
Tye, Harold O. Rogers. Joe Bain. Hal T. Miles 

LIME COLA CO. (262) AMBASSADOR 
Representatives: Jack Harkins, R. K. Schroeder. Fred M. 
Haley 

THE LIQUID CARBONIC CORP. (401, 402, 501) STATLER 
Representatives: K. P. Miller, W. A. Brown, Jr.. B. W. Gould 
ing. M. J. Hans. S. M. Kleinschmidt, A. V. O'Connor. G. R. 
Routzong. R. S. Hamilton, J. K. Beach. H. S. Hiatt. E. C. 
Peck. Jr., C. B. Palmer. J. M. Yourish, H. C. Mathey. M. M. 
Wallace, L. F. Davaney, G. C. Grant, C. E. Wolfe, Jr., R. C. 
Holbrook, C. H. Roberts, J. C. Waddell 

LUCKY CLUB CO. (666) WILLARD 
Representatives: Dean Merten. Philip Platt Smith. E. A. 
McDougal Smith 

LUDFORD FRUIT PRODUCTS, INC. (415) MAYFLOWER 
Representatives: P. T. Ludford, H. F. Cook. Robert James, 
Lester Pasch, Harry Stone, Yale Glazer 

MAJESTIC SIPHON & BOX MFG. CO. (512) AMBASSADOR 
Representatives: Abe Perlman, Meyer Singer. Sy Kitay 

MARBERT PRODUCTS, INC. (414) LEE HOUSE 
Representatives: Wm. Hennen, C. A. Grivakis, Roy Go 
brecht, E. Grivakis, M. Leybold 

MASON & MASON, INC. (540, 542) AMBASSADOR 
Representatives: Ralph E. Mason, Henry Mason, Warren 
Mason, Lou Saperstein, W. J. DeChelbor, L. P. Jones. 
F. Hamann, R. Junod, E. Tremko 

MATHIESON CHEMICAL CORP. (618) WARDMAN PARK 
Representatives: G. B. Armstrong, C. G. Green, D. F. Mc 
Cauley. P. J. Gallizzo, R. B. Lyons. E. S. Jeltrup. J. Doyle 
F. Smith 

THE MENGEL CO. (626) 

Representative: W. Heston Martin 

MERCK & CoO., INC. (442) MAYFLOWER 
Representatives: C. P. Messersmith. Arch Stephen, K. M. 
Kutz, T. W. Hess, F. L. Smith, H. M. McNeal 

METAL GLASS PRODUCTS CO. (410) WILLARD 
Representatives: W. E. Battles. W. M. Curry, Jack Curry 
W. H. Chapman, W. V. Dewey 

GEO. J. MEYER MANUFACTURING CO. (503, 601) 

MAYFLOWER 
Representatives: Geo. L. N. Meyer, Geo. T. Meyer. Arthur 
W. Meyer. Harold W. Meyer. A. W. Meyer, Jr.. W. H. Mann. 
E. B. Knapp. W. C. Caveny, J. H. Maloney, L. C. Keeler. 
L. C. Young, F. P. Weber. H. J. Hemwall, J. L. Kunzelmann 
E. W. Estes, Price Rogers 

MILLER HYDRO CO. (404, 406) STATLER 
Representatives: H. H. Nussbaum. B. W. Nussbaum, Melvin 
H. Nussbaum, Mary Shirley. George H. Cliett, Chas. F. 
Kershaw, W. E. Whitehurst, Carl W. Kendall 

MISSION DRY CORP. (309) MAYFLOWER 
Representatives: W. D. Aitken, W. J. Kuehn, W. C. Roberts. 
Sara Blangsted, Lee Mitchell. E. F. Karn, H. C. Shoemaker 
H. L. Sunderlin, C. N. Allward, J. Sharnack, J. Zocks, C. L. 
Barnhart, Joe Holmes, Vic Pitrowski 

MITCHELL AND SMITH, INC. (243) MAYFLOWER 
Representatives: S. L. Mathewson, E. J. Chamberlain, C. W. 
Ziegler, George M. O'Neil. C. M. Wiedemann, Walter J. 
Ward, Jorgan Pedersen, F. W. Bueche 

MOJONNIER BROTHERS CoO. (509) 
Representatives: H. G. Mojonnier & others 

MORRIS PAPER MILLS (325) STATLER 
Representatives: S. N. Lebold, A. H. Canning, O. S. Brod 
nax, A. M. Schreiber, J. Harry Sealy, Emmett Fitzgerald. 
Reid Box. Paul Culter 

MUNDET CORK CORP. (219) MAYFLOWER 
Representatives: Kenneth Lyle, Harry R. Cant, Leo C. Mc 
Auliffe. Newt Harris. Milford O. Gillett. Felix Restuccia, 
T. B. Fitzgerald, John Boucher, Fred Bading, Raymond P. 
Starr, J. Paul Thomas, Hector Llorens. Ed Jacob 


WILLARD 
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stanizn | 
I Representatives: M. J. Becker, S. R. Kaplan, J. E. Stevens, 

| W. B. Keller, A. E. Yohalem, Geo. R. Shear, Carl Field. | 
_ Jos. Garnick, Fernan Calderon 
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NATIONAL CYLINDER GAS CO. (640) AMBASSADOR 
Representatives: H. P. Morrison, P. F. Droste, D. J. Mangan. 
J. Sweat. J. L. Colopy. T. P. Belford, W. I. Merzig. L. L. Geer. 
F. T. Kremblas, W. R. Purbaugh., C. R. Spiegel 

NATIONAL FRUIT FLAVOR CO.. INC. (328) 
Representatives: L. M. Harkey, Ira B. Harkey, H. H. Hornsby, 
E. H. Hammond, J. M. Hughes 

NATIONAL NUGRAPE CoO. (435) STATLER 
Representatives: W. G. Grant, W. R. Sullivan, W. E. Dim- 
mock, E. A. Randall, E. L. Withers. H. Harris. M. E. Hess, 
R. J. Featherstone, Ben Lumpkin. R. E. Smith, W. F. Sloan. 
T. S. Saunders, E. C. Verner, A. L. Kirkpatrick. Geo. Purvis 

NATIONAL REJECTORS, INC. (149) WASHINGTON 
Representatives: R. C. Trieman, A. A. Hauser, Gene Black- 
lock. Vance Popelka 

NEHI CORP. (434, 440) MAYFLOWER 
Representatives: T. H. Stanley. C. C. Colbert, W. K. Hat- 
cher. W. H. Glenn, J. W. Gates, E. B. Davidson, Geo. E. 
Silver, R. M. Kamm, Felix A. Patrick, C. A. Cutler. W. E. 
Upchurch, W. E. Uzzell, M. G. Murray, A. G. Hargreave, 
J. F. Hale, Victor Burns, R. L. Walker, S. M. Caplan, G. E. 
Ellison, A. J. Vondrasek, H. E. Brown, C. W. Calhoun, 
W. H. Baker 

NESBITT FRUIT PRODUCTS, INC. (108) MAYFLOWER 
Representatives: John T. Hunsaker, Earl Castle, Norman 
Douglas, J. A. McDonald, R. L. Trail, Carl W. King, R. J. 
James 

OAKITE PRODUCTS, INC. (208, 209) CONTINENTAL 
Representatives: Ken C. Tucker, J. J. Basch. D. X. Clarin, 
E. Fleisch, J. Seybold, B. Fay. H. F. O'Reilly, O. Lecuyer. 
W. Halsted, J. Hite, O. Riddle, F. Flynn. S. Todd, A. Nocka 

ORANGE-CRUSH CO. (220) WASHINGTON 
Representatives: F. A. Ryder, R. M. Horsey, J. V. Fort. Alden 
Fork, Wayne Kindrick 

THE ORANGE SMILE SIRUP CO. (421) 
Representatives: W. F. Cox. Leonard George, Clarence 
Bernard, E. J. Figi 

OWENS-ILLINOIS GLASS CO. (320, 419) MAYFLOWER 
Representatives: J. J. O'Shaughnessy. S. L. Rairdon, R. E. 
Delaplane., J. P. Curran, J. R. Brown, S. Funke 

PAL, INC. (557) STATLER 
Representatives: J. H. McNeil, Lee A. Woods. John H. Mc 
Hugh, George L. Crump. George A. Craig, Clinton Carr 

PENRITH, AKERS MANUFACTURING CO. (222) RALEIGH 
Representatives: C. L. Schroeder. . M. Finley, J. S. Cibuzar, 
R. L. Hart 

PEPSI-COLA CO. (129) STATLER 
Representatives: Arthur Foster. A. N. Steele. H. L. Barnet. 
R. H. Burgess, D. M. Cox. Bert Knighton 

THE PERMUTIT CO. (119, 121) 
Representatives: J. C. Tracey. D. J. Saunders. H. L. Beohner. 
I. Markwood, D. C. Senges, H. H. Morrison 

THE PFAUDLER CO. (600) CONTINENTAL 
Representatives: Frank Selke, W. E. Gray. W. H. Klee, Alan 
Herrick, H. Il. Edwards 

CHAS. PFIZER & CO.., INC. (263) WINDSOR PARK 
Representatives: M. N. deNoyelles, J. J. Thompson, G. Wey 
precht, H. C. Smith, F. M. Campbell, C. D. McGrath 

POTTER & RAYFIELD, INC (412) STATLER 
Representatives: A. C. Cross, George Aiken 

PROGRESS REFRIGERATOR CO. (653, 655) 
Representatives: T. E. Motlow. L. W. Cloud 

PURE CARBONIC, INC. (507) 
Representative: C. R. Hilton 


MAYFLOWER 


LAFAYETTE 
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RCA VICTOR DIV., RADIO CORP. OF AMERICA (251) 
WILLARD 
Representatives: Paul A. Greenmeyer. Ed Bonslett, B. Law- 
less, E. B. May. K. Hollister, M. S. Klinedinst, H. Troth, 
R. Stimpert, W. Conner. C. C. Aiken 


RIVERSIDE MANUFACTURING CO. (223) STATLER 
Representatives: Joe G. Myers. E. B. Acuff, Floyd Fletcher. 
Willard Myers, Roy S. Fletcher. Lewis Hubbard. Jeannette 
Adams 


S. AND S. PRODUCTS CO. (226) ANNAPOLIS 
Representatives: F. L. Kelly. Burrell Biddinger, H. L. Gebert 


SALIENT FLAVORING CORP. (561) AMBASSADOR 
Representatives: H. Jackness, Jos. Greenberg. N. R. Jack- 
ness, M. E. Levy, P. J. Windle 


SELLERS INJECTOR CORP. (667) MAYFLOWER 
Representatives: Philip E. Raymond. Victor F. Sheronas 
Thomas L. Hoshall, R. A. Reitz 


Cc. O. & W. D. SETHNESS CO. (228) CARLTON 
Representatives: C. O. Sethness, W. D. Sethness, E. L. 
Fontany. J. E. Waldman. W. C. Drake 


THE SEVEN-UP CO. (234, 335) MAYFLOWER 
Representatives: D. J. O’Connel. J. M. Thul, H. C. Grigg. 
H. E. Ridgway, Ben H. Wells, Sally Schmitt. John T. Tabor, 
John D. O'Shea. B. C. Cole, Benton Silloway, Fred Vaughan. 
Norman Murray. H. M. Edenburn, E. J. Cunningham, Her 
schel Hogan, Charles Wegner, Robert Simpson, L. R. Scott. 
Harry Mitchell, Robert Harkness 


SOLVAY SALES DIV., ALLIED CHEMICAL & DYE CORP. (260) 

WARDMAN 

Representatives: A. T. E. Newkirk, R. H. Herron, W. Reissig. 
R. Hagemann, C. Harbison, R. Baynard, J. Shelley 


SPECIALTY ENGINEERING CO. (444) LAFAYETTE 
Representative: L. F. Ashford 


SPIELMAN CO., INC. (628, 630) WASHINGTON 
Representatives: Irwin A. Parnis, Carl Parker, Joseph 
Segall, Joseph King, H. Lee. Jesse Casper, Morris Zalicovitz 
Marvin Newmaizer 

THE SQUIRT CO. (635) MAYFLOWER 
Representatives: William Jay. H. B. Bishop, James Keefe 
Reg. Lowander, Wm. Minshall, Jr., Will Huber, John Latch 
Carl Hoffman 

STANDARD-KNAPP DIV. OF EMHART MFG. CO. (215) 

WASHINGTON 
Representatives: Edwin H. Schmitz, George Ingham, J. H. 
Mosley. K. Holstebro, L. Wimmer, E. Ardell, C. Barker 
G. K. McPherson, S. W. Capper. A. J. Hetzel, M. McFaull, 
M. Tanis. G. P. Schaefer, R. H. Johnson, W. A. Schilling. 
L. E. Leyner, J. A. Fermann, A. L. Johnson, F. P. Lonsdale 
G. E. Bayer, D. G. Kobick, L. F. Shattuck. D. S. Shields 
W. T. Hughes. Rex B. Little. W. H. Jaenicke. T. C. Fenton 

SUN SPOT CO. OF AMERICA (515) WILLARD 
Representatives: Albert Fine. Hugh S. Black. Jr.. Nelson 
Rosenthal, Gwynne Crocker 

SUPERIOR CHEMICAL PRODUCTS. INC. (637) WILLARD 
Representatives: Blanche B. Greenberg. William Rosen 
wald, George E. Lunde. William E. Jung. George N. Case 
Doris Bernstein 

THATCHER GLASS MFG. CO.., INC. (508, 510) 
Representatives: G. W. Peck, K. M. Hay. D. R. Parfitt 
J. L. Stanley. A. W. O'Donnell, N. H. Long 

TOWMOTOR CORP. (558, 560, 562. 657. 659. 661) STATLER 
Representatives: Alfred H. Roth. Wm. Ripley. Ross Aiken 
Dick Denham 

TRU-ADE, INC. (425, 427) MAYFLOWER 
Representatives: Richard K. Law. Lee C. Ward. W. S. 
MacAdoo, Joseph Langr, Edward F. Sidenius. Harry P. 
Lapham, C. G. Lott 
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TRUE MANUFACTURING CO. (665) STATLER 
Representatives: Frank Trulaske, Robert J. Trulaske, Russ 
Odor 

S. TWITCHELL CO. (534) RALEIGH 
Representatives: Myron J. Hess, John O'Connor, Roland 
W. Dedekind. Joseph Sulenos 

UNION SALES CORP. (650) SHOREHAM 
Representatives: J. R. Myers. E. B. Pulse. G. W. Ander- 
son, Dery! Foster, W. W. Bissell 

VAN-AMERINGEN-HAEBLER. INC. (631) MAYFLOWER 
Representatives: E. H. Waner, J. H. McGlumphy. C. T. 
Brown, J. W. Kochera, Paul Orsay, W. A. Raisley 


JAMES VERNOR CO. (340) STATLER 


Representatives: Fred W. Unger. James Vernor. T. J. Metty 


VIRGINIA DARE EXTRACT CO., INC. (314) WILLARD 
Representatives: H. A. Kellerhals, L. E. Smith, H. T. Wil- 
son, K. G. Stelter, A. J. Hildebrandt, Jay Roberson, W. M. 
Caldwell, H. E. Dessender, Sr., H. E. Dessender, Jr., W. 
Dessender 


VOLCKENING, INC. (125) HAY-ADAMS 
Representatives: Harry G. Volckening, Charles J. Norwood. 
James C. Norwood 


WALKER-WALLACE INC. (462) TWENTY-FOUR HUNDRED 
Representatives: E. W. Hall, K. L. Wallace. J. B. Shanahan, 
G. M. Irving, I. F. Stroh, F. R. Cuddy. F. C. Bridon 


WARNER-JENKINSON MANUFACTURING CO (334) 
CARLTON 
Representatives: Ben W. Wood, W. F. Meyer, G. F. Meyer. 
W. E. Meyer, Hunt Wilson, R. Provart, J. P. Young, W. 
Barnhart, O. W. Hickel, L. A. Brosch, H. W. Wood, B. 
Walker, F. U. Bennett, E. H. Richards 


WAUKESHA FOUNDRY CO. (606) WASHINGTON 
Representatives: Emil M. Howe, Richard R. Watt 

WESTERN FILTER CO. (466) 

Representatives: Lance H. Hoop, Robert H. Pyle 

WHISTLE & VESS BEVERAGES, INC. (147) WILLARD 
Representatives: Lee C. Crook, L. O. Schneeberger, Penn 
D. Jones, C. R. Keller, Dr. M. Kruse, G. R. Ames 

THE WHITE MOTOR CO (519, 520. 522. 619. 621) 

HAY ADAMS HOUSE 
Representatives: H. Richard Stickel, R. F. Black, J. N. 
Bauman, C. B. Cowan. E. F. Hobbins, P. E. Tobin, Wyman 
Henry. Paul Starbird 

WHITE ROCK CORP. (541) 

Representatives: A. Y. Morgan. T. G. Thompson 

WHITNEY CHAIN CO. (505) 

WHITTLE & MUTCH, INC. (426) SHOREHAM 
Representatives: Harold Mutch. John C. Mutch, Joseph 
E. Carroll, DeWitt W. Phillips. Robert J. McManus. Jchn 
C. Mutch, Jr.. George E. Hunnewell 

THE WOODSTOCK MANUFACTURING CO.., INC. (413) 

RALEIGH 
Representatives: G. P. Thorne, L. R. Culler, T. J. Thorne, 
Jr.. Mrs. T. J. Thorne, Sr. 

WYANDOTTE CHEMICALS CORP. (321) 
Representative: J. D. MacGillivray 

THE YALE & TOWNE MFG. CO. (605) 
Representatives: Fred C. Poppe, Dave Dewey, J. R. Man- 
ning, R. F. Miller, James Young. Joseph Schwarz, Garnett 
Vining. James Shellenberger 

YOO-HOO CHOCOLATE PRODUCTS (560) 
CONGRESSIONAL 

Alphonso Olivieri. 

Thomas Geresi, Milton Rosenberg. Al Ross. Steve Catro- 

neo 


MICHAEL YUNDT CO. (408) 


WILLARD 


duPONT PLAZA 


Representatives: Albert Olivieri. 
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manpower difficulties and other un 


natural conditions. Under these cir 


cumstances, It becomes nec essary 


for every business man to be as 


fu informed as he can about the 


his 


influences which affect him and 


business and that is the purpose 


national convention 


big meeting, which will be 


well attended judging from the 


hotel reservations 1.000 rooms 
the Wash 
A.B.C.B is 

considerable 


National affairs, 


influence on the 


been 


set 
hotels 


iside by 
fo 
cove) 
ground and thei 
industry, will be 


liscussed by some of the country’s 


most prominent both in 


the 


men, yo, 


ernment and business; indus 


try’s place in this will be 


both 


picture 


analyzed by trade leaders in 


scheduled addresses and open to 


rums. Special devoted to 
the 
abreast of current develop 
the 


meetings, 
technical 


} 
+ ' 
bottler 


subjects, will bring 


ments in 


technology of produc 
ing quality soft drinks and selling 


them, unde? efficient 


( ontrolle a, 


onditions. The big problems faci: 


ny 


will be stretched out, dis 


he basic causes revealed 


Complete details of the convention 


program will be found on pages 


24 and 


Equally important to bottlers is 


the Exposition, which like the Con- 


vention, will be housed in the huge 


National Guard Armory. One hun 


nine firms have taken up 


One of the most beautiful of Washington buildings is 
Court headquarters. Visiting is permitted. 


all the 


show their wares 


available exhibit space to 
machines, mate- 
rials and services essential to the 
operation of a bottling plant. These 
will be individually displayed in 
colorful, attractive booths, and sev 
eral thousand supplymen will be on 
the floor of the welcome 
visitors. A floor plan of the Show is 
this 


of exhibitors, 


Show to 


published on pages 26 and 27; 
ties in with the list 
their booth numbers and names of 
personnel which begins on page 28 

And since all work and no play 
is not the American way, there is 
entertainment and relaxation with 
out stint for the convention visitor 
The 


SOrINng 


national association is spon- 


two big evening functions, 


a special program of tours, style 
shows and luncheons for the ladies, 
and these will be interspersed with 
the parties staged by exhibitors on 
And 
with historic Washington in which 
t the 
find 


their designated evenings. 


) roam, everyone attending 


Washington conclave will 


plenty of things to see and do. 
A concurrent 


National 


the 


Soda 


meeting of 
Manufacturers of 
Water Flavors will also take place 
in Washington. This organization, 
composed of prominent flavor and 
hold 16th 
annual meeting on Tuesday, Nov 
13, in the Pan American 
Hotel Statler. The theme 
meeting, “National Affairs: 


and the 


extract makers, will its 


Room, 
of the 
Effect 
Soda 


Ramification 


Upon 


this, the Supreme 








Water Flavor Industry,” will be de 


Also on the agenda is a meeting 


luesday, Nov. 13. This will be held 


the Capital 


veloped by competent speakers Stanley, Vice President of Nehi 


President J. B. Greer Green & Corporation, Columbus, Ga 
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Inc.) will preside Stanley, an executive conversant 
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the National Bottlers’ Service 


Which will also take place or ‘What Is Our Future?” 


and will bring together representa Maynard, Columbus, Ohio, Cha 


from a score of vice an man of the Department of Business 


organizations ; \ } Organization and Professor 


ountry Marketing at Ohio University 
Maynard's address will 
Tools of Man 


may be assumed that the oper iy "ag will deal principa 


Features of Meeting 


address of the convention will 


relationships 
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iat Now,” discussions to follow Maynard heves “‘make for good 


first address pinning things morale or its opposite 


i to the soft drink industry will rhe 


ven Tuesday morning by T 


phases of the industry’s 


problems, will speak on the top 


First speaker on the Wednesday 


Room of the Statler morning program will be Dr. H 


ational and international ween employers and employees 


tion, thus setting the stage for the type of relationships which Di 


panel discussion of “The In 








A.B.C.B. SERVICE AWARD WINNER 


= 
yy DWARD WAGNER, of W. T. Wag- 
ner’s Sons Co.. Cincinnati, has been 
named to receive, at the convention 
in Washington, the A.B.C.B. Medal 
of Industry Service. Mr. Wagner will 
be the sixth recipient of the medal, 
which is awarded in recognition of 
outstanding service to the bottled soft 
drink industry. 
Vr. Wagner was elected a member 
of the A.B.C.B. Executive Board in 
1936 and has served continuously by reelection through 
1951, ineluding two terms as Vice-President (1938-1939) 
and two terms as President (1910-1911). He has been par- 
ticularly active in A.B.C.B. committee work, serving as 
Chairman of the Plant Operation Committee 1945-1950) in 
developing procedures intended to promote harmonious 
relations between employer and employee in the industry, 
and as Chairman of the Transportation Committee (1939- 
1916) in considering industry problems relating to delivery 
and truck-operating functions. 

Other outstanding services include important contribu- 
tions to the work of the National Legislative Committee, 
Research and Technical Committee, Research and Public 
Relations Committee, and those relating to association 
financing and budgeting, product and container standards, 
educational services, accounting, advertising and merchan- 
dising, convention operation and governmental contacts. 
During World War Il Mr. Wagner was a member of the 
Industry Advisory Committee which served as a_ liaison 
between the War Production Board and the bottled soft 


drink industry. 








dustry’s Current Problems” will 
complete the Wednesday program if 
a reserved spot is not claimed by 
one of the speakers whose presence 
in Washington at convention time 
will depend upon future develop 
ments. Members of the panel: 

E. J. Forio, the Coca-Cola Co., 
Atlanta, Ga.; Wilbur H. Glenn 
Nehi Bottling Co., Columbus, Ga 
J. F. Gorski, the Charles E. Hires 
Co., Philadelphia, Pa.; Leonard M 
Green, Dr. Pepper Co., Dallas, 
Texas; Abraham Lapides, Pepsi 
Cola Bottling Company of Balti- 
more, Baltimore, Md.; John F 
Leary, C. Leary & Co., Newbury- 
port, Mass.; E. D. Lowenstein, 
300th Bottling Co., Inc., Philadel- 
phia, Pa.; John T. Tabor, The 
Seven-Up Co., St. Louis, Mo.; James 
Vernor, James Vernor Co., Detroit, 
Mich.; Edward Wagner, W. T 
Wagner’s Sons Co., Cincinnati, 
Ohio, and Wm. J. Williams, Canada 
Dry Ginger Ale, Inc.. New York, 
N. ¥ 

The general session on Thursday 
will include iddresses by Dr 
Charles Reitell of New York City, 
and J. L. Brakefield, of Birming- 
ham. Dr. Reitell, representing the 
management engineering firm of 
Stevenson, Jordan and Harrison, 
will speak on the subject: “Bal- 
ancing Price, Volume, Costs and 
Profits.” Dr. Reitell took a promi- 
nent part in developing the A.B.C.B 
Profit Planning System and Man- 
ual, and his discussion will be of 
the meaty type which can be of real 
assistance to bottlers interested in 
a scientific approach to the prob- 
lems of costing, pricing and selling 

Assigned the closing spot on the 
program is J. L. Brakefield, Direc- 
tor of Public Relations for the 
Liberty National Insurance Com- 
pany of Birmingham. Mr. Brake- 
field’s topic, “Is It Worth Saving?” 
Is keved to ring down the conven- 
tion curtain on an inspirational but 


numorous note 


Technical Sessions 
To supplement the general ses 


sions, a helpful trio of Technical 


meetings has been planned for 
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Tuesday, Wednesday and Thursday 
afternoons. The Tuesday afternoon 
meeting will open at 2:30 p.m 
with a color film, “Clean Waters,” 
courtesy General Electric Corpora 
tion, Schenectady, N. Y. At 3 p.m., 
“Important Factors in Bottle Wash- 
ing” will be discussed by John P 
Greze, Chief Bacteriologist, Oakite 
Products, Inc... New York City. A 
question-and-answer period will fol 
low, and the meeting will adjourr 


it 4 p.m., leaving two hours to visit 


the expositiion before it closes for 


“OPS and Price Controls in the 
will be the 
ission at the Wed 


afternoon technical session 


Cc. C. BENEDICT 


OPS and Price Controls in the 
Soft Drink Industry” will be the title 
of a discussion period at the Wed 
nesday afternoon meeting planned 
for Convention delegates by A.B.C.B. 
The speaker is Chief, Grocery Prod 
uct Branch, Food and Restaurant 
Division, Office of Price Stabilization. 

Mr. Benedict brings to his present 
position a broad background of ex 
perience in private industry. After 
five years with Goodyear Tire and 
Rubber Company, Goodyear Air 
craft and the U. S. Air Force, Mr. 
Benedict entered the food field with 
Standard Brands in 1946. In 1947 he 
went with the H. J. Heinz Company. 
and when called by OPS was Man- 
ager of Profit Planning for the pro- 
ducers of “57” brands. 


In that position. Mr. Benedict re 
ported to the Assistant Comptroller 
and was responsible for the Heinz 
budget department, standard cost 
department. and cost estimating de 
partment. A principal duty included 
direction of profit planning programs 
and appraisal of their results. 

Mr. Benedict is completely familiar 
with the pricing problems of the soft 
drink industry. He speaks with au 
thority concerning the viewpoint of 
OPS and of its outlook for future 
pricing regulation of soft drink man 
ufacturers. 





November, 1951 


by Clarence C. Benedict, Chief, 
Grocery Product Branch, Food and 
Restaurant Division, Office of Price 
Stabilization. Mr. Benedict came to 
OPS from the H. J. Heinz Com 
pany, Where he was Manager For 
Profit Planning. His 


Heinz included research and study 


work with 


for new methods of profit planning 
such as standard cost, decentraliza 
tion of accounting, transformation 
of cost estimates into profit projec 
tions, use of gross returns In eva 


uating variety profitability, 


JOHN W. WHITTLESEY 


One of the soft drink industry's 
most troublesome topics, wage sta 
bilization, will be discussed at the 
closing technical session—Thursday 
afternoon, November 15—by John W. 
Whittlesey. Mr. Whittlesey, for sev 
eral years a member of the legal 
staff of the United States Chamber 
of Commerce, is now serving as 
Technical Assistant to Industry 
Members of the Wage Stabilization 
Board. In this position he is very 
much on the “inside” of the wage 
stabilization effort and is qualified 
to speak with authority. 





execution 


grams 


\ panel discussion, “Production 
Problems in the Plant” will follow 
Mr. Benedict’s explanation of OPS 


procedures. Panel members will be 


Dr. B. C. Cole, The Seven-Up 
Company, St. Louis, Mo.; Dr. S. 8S 
Epstein, Kirsch’s Beverages, Brook 
Ivn, N. Y.; Stephen Gullo, Pepsi 
Cola Company, New York, N. Y 
J. F. Hale, Nehi Corporation, Co 
lumbus, Ga Harry E. Korab 
A.B.C.B. Technical Service Direc 
tor, Washington, D. C.; and Dr 
J. H. Toulouse, Owens-Illinois Glass 


Company, Toledo, Ohio 


DR. H. H. MAYNARD 


‘Sharpening the Tools of Manage- 
ment” will be the title of an address 
at the A.B.C.B. annual meeting ses- 
sion on Wednesday morning, No- 
vember 14, by Dr. H. H. Maynard, 
of Columbus. Ohio. Dr. Maynard is 
Chairman of the Department of Busi- 
ness Organization and Professor of 
Marketing at Ohio State University. 

Dr. Maynard comes to the national 
convention at the recommendation 
of several regional and state asso- 
ciations of soft drink manufacturers. 
His address will deal principally with 
non-legal relationships between em- 
ployers and employees — the type 
which Dr. Maynard believes “make 
for good morale, or its opposite.” His 
address will include suggestions for 
getting along with employees indi- 
vidually, and will include a discus- 
sion of leadership and how it is 
exercised or violated. 

Dr. Maynard's particular area of 
specialization is sales management 
and its various applications. He is 
the author of several texts widely 
used in schools of business admin- 
istration. 





The special meeting on Thursday 
will include two timely discussions 
followed by question-and-answer 
periods 

At 2:50 p.m., “‘Labor Saving Pro- 

edures in the Bottling Plant” will 
be discussed by Lynn LaGarde, En 
yineering Division, The Coca-Cola 
Company, Atlanta, Ga 

At 3:15 a discussion of “The 

Wage Program and 
ts Controls” will be led by John W 
Whittlesey, Technical Assistant to 
Members of the Wage 


Stabilization 


Stabilization 


Industry 


Soard 


Convention Miscellany 


\ “special guest” at the A.B.C.B 
Convention banquet in Washington 
on Thursday evening, November 
15, will be Pepsi-Cola’s Faye Emer- 
son, considered by many as the 
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“First Lady of Television.” Because 
of her wide interest in civic and 
humanitarian causes, Miss Emer- 
son was recently named by the Bos 
ton Chamber of Commerce as one 
of America’s “Outstanding Women 
of Achievement”—an honor shared 
by such well-known personalities as 
3ourke-White, 


line Cochran, Oveta Culp Hobby, 


Margaret Jacque 
Dr. Margaret Clapp, and Sylvia F 


Porter 


Miss Emerson is seen on Pepsi 


Cola’s Saturday night television 
shows by millions of TV’ers in sa 
lutes to cities and communities 
throughout the country. Arrange 
ments are being made to introduce 
Miss Emerson to A.B.C.B. ban 
queteers—-perhaps as an on-stage 
Interview with one or more mem 
bers of the association’s Executive 
Board. Her introduction will pre 
cede the colorful floor show whict 
is being planned as the closing fea 
ture of the 1951 A.B.C.B. Conven 
tion and National Beverage Exposi 


tior 
oO 


several of 


Billboards featuring 
the franchised brands of soft drinks 
will be displayed around the balcony 
of the Washington National Guard 
A.B.C.B. Na 


tional Beverage Exposition. In past 


Armory during the 


vears, billboard showings at expos! 
tions have involved contests, with 
A.B.C.B 


signs selected by a judging com 


awarding prizes for de 


mittee of prominent advertising 
counsellors and artists. This year’s 
showings will be without the con 
test feature, each posting being 
paid for by a franchise company 
as a contribution to the decorative 


theme of the exposition area 


By October 15, the list included 
Barq’s, Inc.; Clicquot Club Com 
pany, The Coca-Cola 


Dad’s Root Beer 


Companys 
Company, Dr 
Pepper Company, Lime Cola Com 
Mission Dry 


pany, Corporation, 


Nehi Corporation, and Orange 


Crush Companys 
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THINGS TO SEE:— 


ALEXANDRIA—The Cradle of History. 
Eight miles south of Washington. 
President Washington's pew in Christ 
Church, Carlyle House and others. 

AQUARIUM—Basement of Commerce 
Building. 14th and E Sts. N.W. Open 
8:30 a.m. to 5 p.m., Monday through 
Friday: 9 a.m. to 4:30 p.m., Saturdays 
Sundays and holidays. 

ARCHIVES BUILDING — Pennsylvania 
Ave. at Seventh St. N.W., Republic 
7500. Open 8:45 a.m. to 5:15 p.m. week 
days: 1:30 to 5, Sundays and holidays. 

ARLINGTON NATIONAL CEMETERY— 
Across Arlington Memorial Bridge 
and near Ft. Meyer. Va. Open 6 a.m. 
to 7:30 p.m. every day including Sun 
days and holidays. Tomb of Unknown 
Soldier. the Amphitheatre and Lee 
Mansion. 

ARMY MEDICAL CENTER — (Walter 
Reed Hospital)—l6th St. to Georgia 
Ave. at Butternut St. N.W. 

BOTANIC GARDEN — Maryland Ave. 
between Second and Third Sts. S.W. 
NA. 3120. Open daily and Sundays 
9 a.m. to 4 p.m.; Saturdays. 9 to 12. 

CAPITOL—Capitol Hill. NA. 3120. Open 
9 a.m. to 4:30 p.m. daily and Sundays. 

CONSTITUTION HALL — 18th & D Sts. 
N.W. ME. 2661. Open 9:30 a.m. to 4:30 
p.m. Entrance (during day) through 
Memorial Continental Hall. 17th & D 
Sts. 

CORCORAN GALLERY OF ART—17th 
and New York Ave. N.W. ME. 3211. 
Open Mondays, 12 to 4:30 p.m.; Tues 
days thru Fridays, 10 to 4:30: Satur 
days, 9 to 4:30: Sundays. 2 to 5 p.m. 

D.A.R. MUSEUM—17th and D Sts. N.W. 
ME. 2661. Open from 10 a.m. to 3 p.m. 
Closed Saturdays and Sundays. 

D. C. INFORMATION CENTER—Evening 
Star Building. llth and Pennsylvania 
Ave. N.W. ST. 3535. Open daily from 
8:30 a.m. to 5:30 p.m. Closed Satur 
days and Sundays. 

DUMBARTON HOUSE — 2715 Que St. 
N.W. Early American House, Federal 
Period. Headquariers of the National 
Society of the Colonial Dames of 
America. Open daily except Sunday 
10 a.m. to 5 p.m. 

DUMBARTON OAKS—3101 R St. N.W. 
Gardens. Weekdays 10 a.m. to 3:45 
p.m. Saturdays and Sundays 2 to 4:45 
p.m. Entrance to the gardens is 1701 
32nd St. 

FOLGER SHAKESPEARE LIBRARY—201 
East Capitol St. AT. 4800. Exhibition 
Gallery open 11 a.m. to 4:30 p.m. 
Reading Room open 9 a.m. to 5 p.m. 
Monday through Saturday. 

FORD'S THEATRE—10th St. between E 
and F Sts. N.W. RE. 1820. Ext. 2565. 
Contains collection of items associa 
ted with Lincoln and his assassina 
tion. Open 9 to 9 except Sundays and 
holidays, 12:30 to 9. House across the 
street in which Lincoln died. open 9 
to 5:30 except Sundays and holidays 
12:30 to 5:30. 

FRANCISCAN MONASTERY—l4th and 
Quincy Sts. N.E. (Brookland). LA. 
6-6800. Guide service 8 a.m. to 5 p.m. 
Church open 5:30 a.m. to 9 p.m. 
Masses weekdays. 6. 6:30. 7. and 8 
p.m.; Sundays, 6. 7. 8 9, 10, 11 and 
11:45 a.m. 

HOUSE OFFICE BUILDING—First and 
B Sts. and New Jersey Ave. S.E. NA. 
3120. Open daily and Sunday. 


JEFFERSON MEMORIAL — Located on 
south bank of Tidal Basin. Open 9 
a.m. to 9 p.m. daily and Sunday. 

LEE MANSION—In Arlington Cemetery. 
Open daily and Sunday. 9:30 a.m. to 
6 p.m. 

LIBRARY OF CONGRESS—Capitol Hill. 
First and B Sts., S.E. ST. 0400. General 
reading rooms open Monday thru 
Friday 9 a.m. to 10 p.m. with only 
limited service from 5:30 p.m. on. 
General reading rooms open Satur 
day 9 a.m. to 6 p.m. with only limited 
service 12:45 to 6 p.m., Sunday 2 until 
6 p.m 


_LINCOLN MEMORIAL — On Potomac 


riverfront at foot of 23rd St. Open 9 
a.m. to 9 p.m. daily and Sunday. 

MEMORIAL CONTINENTAL HALL—17th 
and D Sts. N.W. NA. 4980. Open from 
10 a.m. to 3 p.m. Closed Saturday and 
Sunday. 

MOUNT VERNON—On Virginia shore 
of the Potomac, 16 miles south of 
Washington. Auto route via Mt. Ver 
non Memorial Highway. Open to the 
public all year ‘round. Admission 50c: 
service personnel free. 

MUSEUM OF NATURAL HISTORY—10th 
St. and Constitution Ave. N.W. Arts 
and Industries Building, Ninth St. and 
Jefferson Drive: Smithsonian Building, 
Ninth St. and Adams Drive. Open 9 
a.m. to 4:30 p.m., Tuesday through 
Sunday: Monday. 1:30 to 4:30 p.m. 

NATIONAL GALLERY OF ART—Consti 
tution Ave. at Sixth St. N.W. RE. 4215 
Open 10 to 5 week days; 2 to 10 Sun 
days. 

NATIONAL MUSEUM—10th St. and Con 
stitution Ave. N.W. NA. 1810. Open 9 
to 4:30 daily and Sundays. 

PAN AMERICAN UNION — 17th and 
Constitution Ave. N.W. NA. 6635. Week 
days. 9 a.m. to 4:30 p.m.; Saturdays 
9 a.m. to 12; closed Sundays. 

RED CROSS BUILDING (National Head 
quarters)—17th & D Sts. N.W. RE. 
8300. Open 8:30 to 4:30 daily: 1 to 4:30 
Sundays. 

SENATE OFFICE BUILDING—First and 
B Sts. and Delaware Ave. N.E. Open 
daily and Sundays. NA. 3120. 

SMITHSONIAN INSTITUTION—10th St. 
and Independence Ave. S.W. NA. 
1810. Open 9 a.m. to 4:30 p.m. 

SUPREME COURT (U. S.)—First and 
East Capitol Sts. EX. 1640. Open daily 
9 a.m. to 4:30 p.m.; Saturdays to 12:30; 
not open Sundays and holidays. 

TREASURY BUILDING — 15th St. and 
Pennsylvania Ave. N.W. Open to 
visitors 9 a.m. to 2 p.m. daily. 

UNION STATION, Massachusetts Ave 
at First St. N.E. Open day and night. 

WASHINGTON CATHEDRAL — Wiscon 
sin and Massachusetts Ave. N.W. WO. 
3500. Open 9 a.m. to 5 p.m. Daily ser 
vices, 7:30 a.m., noon and 4 p.m.; 
Sundays, 7:30, 8, 9:30. 11 a.m. and 4 
p.m. Conducted tours. 

WASHINGTON NATIONAL MONUMENT 
—In center of the Mall, south of White 
House. RE. 1820. Open 9 a.m. to 5 p.m. 

WHITE HOUSE—Pennsylvania Ave. at 
16th St. N.W. 

ZOOLOGICAL PARK—Adams Mill. Rd. 
near Ontario Pl. N.W. CO. 0743. Gates 
open at 8:30 a.m.; buildings at 9 a.m. 
Buildings close at 5 p.m.; park closes 
at 8:30 p.m. 
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A suncron, as a city, offers 


more to the visitor than any other 


community in the country, regard- 


less of size. It is not only the seat 


of government, the center of na 


tional and international affairs, 
but it is also a concentration of 
historical 


points of interest and 


collections of revered documents 


and pictures. Yet it is a thorough 
ly modern city from a business and 
industrial standpoint, and a most 
beautiful one because of its vast 
park lands, wide streets and im- 
posing buildings 

The printed word can do small 
justice to the city, but this partial 
review will help those attending 
the national Convention and Ex 
position to make the most of lim 
ited time in inspecting our nation’s 


capitol 
The U. S. Capitol 


\ yvood starting place would be 
the halls of Congress itself, the 
most photographed building in the 
world 

Skyscrapers might be © built 
higher and higher, scientists might 
present 


increasingly amazing 


ichievements and nature might 
paint her more lavish scenes of 
beauty in even brighter colors, but 
there remains one place that con 
tinues, vear after year, to attract 
more visitors than any other at 
traction in the country. It 
United States Capitol 

Every day in the vear, the Na 
tion’s Number-One-Sight-To-See, 
pilgrimages made up of young and 
old, rich and poor, pass through 
the great bronze 


with their 


entrance doors 
sculptured story ot 
Christopher Columbus. And_ the 
guides who are always on hand 
to conduct tours of the building 
say that the number of visitors is 
increasing constantly, probably be- 
cause within the Capitol’s walls 
us nowhere else one actually can 
sense the historic traditions of the 
nation and at the same time under 
stand the country’s present and 
future greatness 

Visitors go through the very 
halls where statesmen have been 


molding the country’s destiny 
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This is famous Pennsylvania Avenue, looking toward the Capitol. Many 
important government buildings line this wide boulevard. 





Mount Vernon, famous American home, is a mecca for Washington 
visitors. and easily reached by car or bus. A special tour to this historical 
shrine is being arranged by A.B.C.B. for the ladies. 





since L800. One visits Statuary 
Hall, now crowded with statues of 
famous native sons of each of the 
18 states. In this high-vaulted 
room the House of Representatives 
met for 50 years. Here, the fiery 
Henry Clay rose to power as 


Here John 
Quincy Adams fought for the abo- 


Speaker of the House 
lition of slavery and died in the 
midst of a debate. A bronze marker 
shows the place where Adams sat 
when he returned to Congress after 
having served as President of the 
United States 

Facing the Capitol to the left is 
the House of Representatives, to 
At least 


the right, the Senate wing 


once a year, beginning on January 
3rd, there takes place what politi- 
cal commentators in Washington 
have termed “the greatest show 
on earth”. During important de- 
bates galleries of both the Senate 
Chamber and Hall of Representa- 
tives are generally crowded, with 
huge crowds waiting to get in 
The Capitol dome has 36 columns 
around the large part representing 
the number of States in the Union 
at the time the Capitol was com- 
pleted and 13 columns at the small 
part near the top symbolizing the 
13 original states. Stand reverent- 
lv in the Great Rotunda where the 
hier of each President to die in 
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office has rested. Notice the spot There are 315 seats in the Su sumptuous new headquarters until 
over the central stairway where o1 preme Court Chamber and whet 1937 

a special platform the President an important decision is being Some of the following facts, not 
elect raises his hand in the w yiven, many wait in line for a isually listed in the guide books 
iugural oath, administered to him chance to see the nine Justices “ about the Supreme Court, might be 
by the Chief Justice of the United tion”. of interest to the visitor: 

States Supreme Court. It is ar Provided for each of the Justices, The oldest Bible connected with 
deniable fact that a visit t l who take precedence over everyone the Government is the time-stained 
Capitol will make one feel pride i except the President of the United Supreme Court Bible. It has been 


+ 


being a citizen of this country States, is a suite of three rooms used since 1808 for swearing in 


private office, secretary’s office, fil Justices of the Court 
The United States Supreme Court ; = 
room and bath and = showet The Justices still use the tradi 
For dignity and tradition ) respecting their privacy, the tional quill pens to sign decisions 
Government of the United St: jans of the suites have been so of the Court 
i Visitor to Washington, D. C. c: irranged that any Justice may pass While Court is in session the 
find a no more satisfying experi from his own chamber to those of Justices have only a half hour for 
ence than seeing the Supre me Court the other Justices, or to the court luncheon They have their own 
in session. And as for beauty in the room, the conference rooms and private dining room. Occasionally, 
“new” Washington, the lofty man library without having to walk however, one may be seen in the 


t 


ble headquarters of the highest through the public corridors. The yavly decorated basement cafeteria, 
judicial tribunal in the country Is Justices also are provided with ; open to the public, trying the day's 

regarded by many as the finest private basement entrance to the special thirty-five-cent luncheon 
building of its kind in the world building Lawyers practicing before the 
With the resounding “oyez The country’s highest tribunal Supreme Court must be attired in 
ovez” of the court crier. the Su has come a long way in “e formal dress. For the lawyer who 
preme Court opens its annual ses ind power since its establishment might come unprepared there is an 
sion the first Monday in October WW 1789, when it first occupied emergency wardrobe consisting of 
with a traditional ceremony that quarters in the basement of the a medium-sized tail coat, collars of 
hasn't changed in decades. Regul: apitol Beginning in 1860, the assorted sizes and t black tie 
f 


sessions of the Court last nrouy Justices held court in the old Senate stowed conveniently in closet in 


May Chamber, not moving into their the clerk’s office 
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Get “Center-of-the-stage” attention with 
colorful “Scotchlite” Reflective Sheeting 


Put your advertising message across with 
smashing impact DAY AND NIGHT! Signs 
made with ‘‘Scotchlite’’ Reflective Sheeting 
take over the center of the stage when night 
falls. Trees, buildings, ordinary signs fade into 
the darkness to form a backdrop for the flash- 
ing performance put on every night, all night 


material can match, and it’s INEXPENSIVE! 
No costly illumination or maintenance. . . car 
headlights light up these signs into a mass of 
glowing color. Motorists begin watching your 
advertising as far as half a mile away! 

Want more details about ““‘THE SIGN OF 
SUCCESS?” See your local sign plant or write 


by these sparkling new signs. today to Dept. NG111, Minnesota Mining & 


It’s a 24-hour-a-day show no other sign Mfg. Co., St. Paul 6, Minn. 


“SCOTCHLITE” 
al Reflective Sheeting 


$13 


Non-illuminated Iluminated 


The 
SIGN of 
SUCCESS 


ScOTCHLITE 


EFLECTIVE 
SHEETING 


Cost Per Month $10 $20 


12 hours 18 hours 24 hours 
(6 AM.—6 P.M.) (6 A.M.—Midnight) (6 AM.—6 AM) 


Visibility 


Exposed Circulation 
Per Month 


137,500 196,500 213,500 





Cost Per M 7¢ 10¢ 6¢ 





THE SUCCESSFUL MEDIUM used by successful ad 
vertisers all over the country, in all kinds of busi 
nesses 


"THE SIGN OF SUCCESS" gives you the largest number of lookers over 
the longest period of time at the lowest cost per looker. 











Made in U.S.A vy MINNESOTA MINING & MFG. CO 
St. Pau Minn 30 makers of “Scot Brand Pressure 
COMPARE COSTS, compare results and you'll see why signs made with i, en cg , 


Scotchlite Sheeting are truly “SIGNS OF SUCCESS. Abrasive 3 Adhesive 


t: Minn. M 





GARAGE ADJOINING: COFFEE ROOM 


Works hard day and night to make 


your advertising a success! 


All over the country, signs of sparkling ‘“‘Scotch- colors. These new colors look opaque by day. 
lite’ Reflective Sheeting work tirelessly through At night they reflect headlight beams in full 
the day .. . then stay right on the job after color . . . put on a brilliant show for every 
ordinary signs quit for the night! That’s what motorist on the road. 
makes them “SIGNS OF SUCCESS’’—the Your local sign plant can tell you all about 
successful medium used by successful adver- this new reflectorizing method. or we'll be glad 
tisers. to give you the story direct. Just write Dept 
Glorious full-color signs are easily made with NG111, Minnesota Mining & Mfg. Co., St. 
“Scotchlite’’ Flat-top Sheeting and transparent Paul 6, Minn. Today! 





ws pat orf 


The ScOTCHLITE 
SIGN of —_pepLECTIVE 
SUCCESS SHEETING 


USED IN ALL 48 STATES on traffic signs, advertis 
ing displays, trucks and buses, railroad cars and 
diesels, grade crossing signs 

NEW SMOOTH-SURFACED re- TRADEMARKS, PICTURES, Made in U.S.A. by MINNESOTA MID 

flective sheeting looks and feels emblems of all kinds can be St. Paul 6, Minn. alse cs 

like baked enamel. Easy to reproduced in their true colors. F one ; 

clean and maintain; ideal for Give vour outdoor advertising 

reflectorizing truck fleets, place- new life, new vitality, new 24- 

of-purchase signs, wall signs. hour-a-day effectiveness! 





Plan Now To Install An 
Evans Heating Unit! 


In any plans for the improvement of your plant, installation 
of an Evans Automatic Heating Unit should come FIRST. Get 
full information about this money-saving unit—there is no 


obligation on your part. 


wmosoneseses = yi] This Coupon 


G. C. EVANS SALES COMPANY 
LITTLE ROCK, ARKANSAS 


Without obligation on my part, | would like to hear more about 
the Evans Automatic Heating Unit. 


Mail Have an Evans representative 


Literature eall on me in the near future. 


NAMI 
ADDRESS 
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Read What 


Joe Copple 
Of Russellville 
Kentucky 


About His 
EVANS 
Heating 


This revolutionary solution heating 
unit burns gas. Holds temperatures 
automatically; just light it and for- 
get it. There is a size for every need. 











“+ 
a’ 


NEH! CORPORATION 
COLUMBUS, GEORGIA 
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Better Coloring 
with 


TRADE MARK 


BRAND OF 


CERTIFIED FOOD COLORS 


Your finished product deserves the finest. Secure maximum sales and eye 
appeal by using Sterwin's Parakeet Certified Food Colors. 


These pure food colors are manufactured by Sterling's Hilton-Davis Chemi- 


cal Co., leaders in the color field for 25 years. Their experience and know- 
how guarantee the production of top quality certified food colors. 








WRITE TODAY for new booklet 
giving information on Sterwin’s 
complete line of Food Colors. 





SUBSIDIARY OF STERLING DRUG INC. 
1450 BROADWAY, NEW YORK 18, N. Y. 
445 Lake Shore Drive, Chicago 11, Ill. 


FACTORY: CINCINNATI, OHIO 
Branch Offices: 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 
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(yaumears Prope 


more flavorful 
soft drinks... 





A 









' CERELOSE 


BRAND 


dextrose 


make them with 


PURITOSE BOTTLERS know that more flavor comes 


BRAND through when CERELOSE is used in the syrup 
CORN SYRUP blending. CERELOSE is dextrose... a natural 
sugar found in mature, well-ripened fruits. 

For uniform quality corn syrup specify 
PURITOSE. 


elose and Puritose are registered trade-mark # Corn Products Refining Company, New York, N. Y 


Full technical service, no obligation 


CORN PRODUCTS REFINING COMPANY 
17 BATTERY PLACE - NEW YORK 4, N. Y. #| 
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In Washington... 


BOOTH 435 
National Guard Armory 


33rd 
A.B.C.B aoa 
CONVENTION ‘<quiie 


NOVEMBER VY 
12th-15th “a j-— 
BG 


ce S 
HEADQUARTERS: . Pe Penne & 8 | 


STATLER —_— 





NATIONAL NuGRAPE 
COMPANY 
Atlanta, Ga. 








T WOULD TAKE*you more than an hour 
. the 7200 Hutch- 


inson Crowns in a carton. But the famous 


to count... accurately . . 
Domke Counter, designed and developed by 
Hutchinson engineers, counts crowns... with 
deadly accuracy ... as fast as they pour off 


the inspection lines. 


CROWNS 
ina 
3 ~~ CARTON? 


= 


cz 


Guaranteed full count is one of the final steps 
in the 24-stage process of making crowns for 
your bottles. There is no magic at any point 
but the entire process is based upon accuracy 
and speed with a view to providing you with 


precision crowns at the time you need them. 


HUTCHINSON CROWNS 


Tot far Gawd Ohinbs’ 


W. H. HUTCHINSON & SON, 


INC. 


1031 NORTH CICERO AVE., CHICAGO 51, ILLINOIS 
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MASH NEWS! 











00s, 
The One and Only 4& 


@ ps 


Now Offers Bottlers fi. 
Exclusive Franchises 
Packed With 
Extra Profits! 


® Wherever CHERRY SMASH has been introduced in bottles, 


it has met with ready acceptance and has shown steady increases | fer 
| ee led u wth hath ' 


in sales volume. 
yt foul Yiyrort 


arr as: BEVERAGS 





@ CHERRY SMASH has the reputation! People have asked for it 
by name at soda fountains for over forty years. 


@ CHERRY SMASH has the quality...the uniform true fruit ingre- 
dients with the tempting taste that makes ’em come back for more! 


@ CHERRY SMASH has the low ingredient cost so necessary to 
guarantee profits today. 


@ CHERRY SMASH has the merchandising and promotion plan to 


build real volume for you. 
see me at the 


NATIONAL BEVERAGE EXPOSITION 


For Information about profitable exclusive-territory franchises, Space 611 
write to 


CHERRY SMASH COMPANY, INC. °° "siision"* 1401 Lee Highway, Arlington, Ya. crestnut"4670 
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ADVERTISED 
AMERICAN 
MEDICAL 
ASSOCIATION 
PuBLications 


y 
/ 
"IN 
N Cy =) 
we APE FLAVOR 


P. S. New franchises now available for ter 
tories throughout Canada. Write Grapette 
(Canada) Limited, |5 Moliere Street, Mon 


treal, Quebe Phone: Gravelle !107 


Smart new merchandising aids! 





New advertising campaigns! 





Consumer and marketing research! 





PROFIT NOTE: [:) times like these. it’s more neces- 
sary than ever that a bottler understand every facet of 
existing conditions in the beverage business prior to 
further investment. Which is why GRAPETTE invites 
your complete investigation of available franchises. Write 
us, and our representative will call on you in person with 
the full and profitable information 


THE GRAPETTE COMPANY 


Incorporated 


CAMDEN e ARKANSAS 


i 
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RIGHT IN YOUR OWN BACK YARD... 


Pilust Ler Titus TWILLIGER, @XZ 


THE OFFICE PENNY PINCHER 

| GET NEAR THOSE OLD- AND THATS THE HE GOES ¥ 
FASHIONED FOLDED TOWELS:~7 SKINFLINT WHO Yaa THROUGH 

| AND THEN WATCH OUT FOR MAKES US SIGN 


TOWELS LIKE 
THE BLIZZARD. | FOR PAPER ie WASHED UP \/ RABBITS THROUGH 





FOR Goop IF K__ A LETTUCE 
HIM YESTERDAY PATCH ! 

HE COULD CUT PAPER \ COULD ONLY 

TOWEL COSTS 40% A_ SEE HIM! 














Recognize the type? You'll find him everywhere. Wherever paper towel dispensers say, “Help yourself, 
there's no limit to the use or abuse,” of this necessary washroom service! 

Paper towel costs can be reduced up to 40%. How? With WESTROLL Paper Towels and Dispensers. 
WESTROLL Dispensers are designed to feed just enough toweling — and no more! For a thorough 
hand drying job. Yet, WESTROLL towel service is never miserly. A choice of 3 feed-speeds fits 
WESTROLL service to any type of washroom traffic. 


WESTROLL Paper Towels are soft, absorbent, ‘right’ in wet strength. And 33! 
in regular use than interfold towels. Add to this initial saving, the extra 
uses found for ‘easy-to-pilfer’ towels; more frequent cabinet fillings; extra 

janitorial work. That’s the real picture. As your WEST man can prove in a 
10-minute demonstration. 


more economical 


WESTROLL Paper Towel Service is only one of many WEST products for the promotion of sanitation 


Others include floor maintenance materials washroom service . . . disinfectants deodorants 


protective creams. West is also the exclusive distributor 


insecticides cleaners soaps 
of Kotex Sanitary Napkins sold through vending machines 


START SAVING... 


the day you install WESTROLL Towels and Dispensers! 
How about a WESTROLL demonstration? 
(_ is Name 
Sn ; oer 
Address 
42-16 West Street 


Cit 
Long Island City 1, N. Y. , Dept. 38 
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33rd 


Annual 
ABCB 
Convention 

and 
Exposition 


WASHINGTON, D. Cc. 
NOVEMBER 12 TO 15 


The annual opportunity to greet you 

and discuss mutual interests makes the 

Convention a particular pleasure to all of us... 

we are looking forward to seeing you at our Booth 
No. 507 in the National Guard Armory ), or 


at our headquarters suite in the Mayflower Hotel. 


. == PURE CARBONIC COMPANY 
MARK 
; TRaos 
a CE A DIVISION OF AIR REDUCTION COMPANY, INCORPORATED 


General Offices: 60 East 42nd Street, New York 17, N. Y. 


Ses 
NATION-WIDE CARBON DIOXIDE SERVICE-DISTRIBUTING STATIONS IN PRINCIPAL CITIES 
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‘A 
CANADA DRY 
FRANCHISE 
JUMPED MY 
VOLUME 


150%!" 





Many racrors enter into Mr. Coleman’s success 
story. Some of the most important are advertising, 
quality control, research and field help. Yet these are 
just a few of the things you can expect when you 
have a Canada Dry franchise. 
“Il could hardly believe my books!” 
says Mr. J. B. Coleman, 
manager of the Canada Dry 
Bottling Co. of Houston. “During 
the short period of having a 


Canada Dry franchise, | did 2'2 
times the business I'd done in ‘48.’ 


If you are an operating bottler, you too can increase 
your sales and profits with a Canada Dry franchise. 
While this franchise includes the complete 

Canada Dry line, concessions will be considered to 
established bottlers who have built a demand for 


a specific beverage. 


If you would like to know more about a Canada Dry 


franchise, write or wire us today. 


CANADA Dry GINGER ALE, INC., U. S. License Department 
100 Park Avenue, New York 17, N.Y. 
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SERVING INDUSTRY 
«++ SERVING AMERICA 


You are always close to Conti- ( 


nental Can with its 65 plants in 
the United States, Canada and 
Cuba, !7 field research lab- 
oratories and 63 sales offices. 











WHO EVER GIVES A SECOND 
THOUGHT TO A BOTTLE CAP? 


le do, And the scientists in our Bond Crown & Cork Co. division have 


found that while making bottle caps may be a simple business, making 
better bottle caps is a full-scale research operation. 
Here are just a few of the important recent advances which Operation 
Bottle-Cap has accomplished: 
A new high-bake outside varnish finish that gives a glass-hard, scratch- 
defying surface and highlights brilliant colors. 


An improved metal-shearing process which completely eliminates sharp, 
projecting burrs. 


An exclusive method of applying inside lacquer and fabricating crowns 


to give a continuous, fracture-free lacquer coating to reduce corrosion. 


A better way of applying the cork disc adhesive so that none is spread to 





the skirt of the crown, thereby reducing corrosion during crown storage 
and dust formation during handling. 





An improved way of impregnating the cork liner disc with wax to insure 
a positir e seal. 


So you see, there is no problem in the field of packaging too small—or too 
big—for Continental not to give it full attention. Whether a product is to 
be sold in cans, paper containers, steel or fibre drums, Continental uses 
all its experience and research facilities to produce a package that best 


protects the quality of the product. 





(This advertisement originally 
appeared in full-color in TIME, 
BUSINESS WEEK and FORTUNE.) 
L 








CONTINENTAL(C CAN COMPANY 


100 EAST 42nd STREET NEW YORK 17, NEW YORK 


of de CO & 


TIN CANS FIBRE DRUMS PAPER CONTAINERS STEEL PAILS AND DRUMS CAPS AND CORK PLASTIC PRODUCTS 





SEALED-IN FLAVOR 


right from California’s sunny groves... 


Darr ORAN GE 


SODA WATER BAS 
wm Comneatrenad Orange ine «Cam am 
= Sodium Ca Tarete, Orange Flave a 


ac ot Sede 
ent S an 38 . 


Bottle profitably what the consumer Always sold in cans to seal in the 
wants to buy—America’s favorite flavor until you use them. 


CALIFORNIA Excl gage 


FRUIT GROWERS EXCHANGE 
Products Department, Ontario, California BOTTLERS 


400 West Madison Street, Chicago 6, Illinois 
99 Hudson Street, New York 13, N.Y. J U ' fe 


orange and lemon drinks, made 
with Exchange fruit juice bases. 
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NATIONAL 


CONVERSION UNIT 
fori ODD CENT 














) 


CN ATION AL / ReJectors, INC. 


5100 SAN FRANCISCO « ST. LOUIS 15, MO. 


Greatest Name in Coin Control Devices* Near You, a NATIONAL SERVICE CENTER with Factory Trained Engineers: NEW YORKeCHICAGO+ST.LOUIS*LOS ANGELES 
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Tomar, toss a compliment for 


business courage and initiative in 
the vital matter of pricing for profit 
at any group of ten bottlers any- 
where in the United States, and it 
will apply to seven of them. Nor 
will there be any distinction among 
these seven because of size of their 
operation, size of bottles they pro- 
duce, brands bottled, even (although 
in a lesser degree) because of their 
geographical location. 

These are the conclusions emerg- 
ing from a nation-wide, exclusive 
NATIONAL BOTTLERS’ GAZETTE sur- 
vey conducted during October and 
analyzed in this report. This is the 
third of such price surveys in the 
last twenty months conducted by 
N.B.G., each of them representing 
the only comprehensive, country- 
wide analysis of the price situation 

and its attendant problem, de- 
posits—made by any agency or or- 
ganization in the industry. Previous 
N.B.G. surveys have been widely 
employed in soft drink and govern 
ment circles whenever basic ques- 
tions concerning price arose. No 
doubt this latest research into the 
involved and controversial price 


question will receive the same at- 





A bright. clear picture of an indus- 
try breaking the shackles of 50-year 
old prices is furnished by this stack 
of survey returns, being analyzed 
by Editor M. J. Becker. 
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THIRD NATIONAL 





N. B. G. SURVEY 





OF PRICE AND 
DEPOSIT RANGES 








(Lift flap for the full story) 





made among 6,000 plants, brought 
a response of 1,477 from all forty- 
eight States and the District of 
Columbia. 477 of these returns 
were discarded for lack of usable 
information or identification. The 
1,050 balance represents a return 
of 17.5%, 


interest of bottlers in the big ques- 


indicating the continuing 


tion of prices. 750 reported higher 
prices, to give the percentage above 
mentioned. 

Projected into terms of numbers 
against the national picture, the 
soft drink industry now has 4,557 


bottlers, in every State, selling 
their goods at higher prices. Hun- 
dreds of them increased deposit 


levels as well 


What Volume At Higher Prices? 


The two previous surveys sought 
to determine intent to raise as well 
as the actual percentage of in- 
creases, and the effect of such in- 
creases on volume and profit. The 
current survey continued this phase 
of the investigation (as to future 
intentions) and searched for a new 
element—how much volume (in 
cases) was being sold at higher 
prices. 787 (75¢;,) returns provided 
figures on volume sold, which to- 
taled 138,374,000 cases. It was pos- 
sible to determine what portion of 
this was sold at higher prices 
92,090,000 cases (66.5¢ 


total) 
Since this reported total of 138 


of reported 


million plus cases is 13.7°%, of na- 
tional sales of 1,002,000,000 cases, 
it is felt that a safe projection can 
be made against it. Therefore, on 
the basis of the percentage turned 
up by the survey, 666,300,000 cases 
will be sold in the year’s period at 
higher prices; 335,670,000 (33.5% ) 
at old prices. 

These figures should be consid- 
ered in relation to the following 
data: 

742 bottlers (70°7,) gave answers 
to the question: “Intend To Raise: 
Yes—No”. Of those recording 
“Yes” (297—40°) 191 or 64°; 


disclosed to be bottlers who had 


were 
already raised prices. This points 
to the general understanding that 


present ceiling prices of 96c are 
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not acceptable to more than half of 
the bottlers. Of those recording 
“No”, 445 (60%), 383 or 86°, had 
also already raised prices. 

In preparing their returns, all of 
the 1,050 bottlers represented in 
this survey gave their prices and 
deposits for the various size bottles 
they produce. It was therefore prac- 
tical to construct a 48 State table 
showing the price range and de- 
posit level for each State, and for 
the four major size groups—6-8 
0z.; 9-10 oz.; 12 oz.; 24-32 oz. This 
table, published on page 61, shows 
that the biggest departure from the 
old bases has occurred in the 12 
ounce and quart groups. The table 
on Page 59 is a condensation of 
survey data, by State, showing the 
total number of operating plants 
(based on the A.B.C.B. count for 
1951); 


from each State; the number of 


the total number of reports 


plants reporting selling at higher 
prices; the total sales volume (in 
cases) and the volume sold at higher 
prices. Both tables provide actual 
survey data—no projections against 
national figures have been made. 
Earlier in this report, it was 
pointed out that the pressure of 
costs and the need for higher prices 
made no distinction between bot- 
tlers for reasons of their location, 
size of business, brands or sizes 
bottled. In the survey made one 
year ago, 53 nationally advertised 
or franchised brands and 71 inde- 
pendent lines were listed among 
those selling at higher prices. They 
totaled 606 mentions. The present 
survey increases the count of 
brands at higher prices to 87 and 
the number of mentions to 1,652. 
The alphabetical list, and number 
of mentions for each brand, is 
charted on page 62. Independent 
lines were mentioned 295 times. 
The ratio of franchise brands to 
independent lines is about 41% to 1. 


Srace was provided on the survey 
card for comments by the respond- 


ents. The card simply invited “Re- 
marks,” so as not to “force” the 
comments into any one particular 
channel. The results were unbeliev- 


ably uniform, however. Of the 


1,050 returns, 561 bottlers wrote 
comments on their cards and fully 
ninety percent said this, in more 
or less the same words: 

“We would like to raise prices, 
but cannot do so because of compe- 
tition.” 

Further examination of the re- 
turns showed these three facts: 
(1) About half of the comments 
in this vein were from bottlers who 
had not yet raised prices; the other 
bottlers 
who had raised prices. (2) Most 


half was contributed by 


blamed and named one or all of 
the three leading brands as the 
chief obstacle in the way of ad- 
vancing prices, which was neither 
new nor unexpected. Further, the 
majority of such comments came 
from bottlers in areas where the 
80c price is still strongly en- 
trenched, such as the south and 
southwest States. (3)  Bottlers 
seemingly want deposits increased 
as strongly as they do prices. 

Space limitations do not permit 
publication of all the comments. 
The following have been selected 
for reasons of interest, diversity, 
and novelty, and have been care- 
fully chosen to mirror all shades 
of opinion. They are identified as 
to State only, although most bot- 
tlers gave permission to quote and 
identify their remarks. 


ALABAMA 


“We should raise prices as soon 
as possible. Should have increased 
prices and deposits long before 
this”. 


when competition will go with us”. 


“We will raise prices 


; “6 oz. competition refuses to 
talk increase’”’. . “TI believe de- 
posits will go up in the next six 
months. The 96c price is working 
excellently”. . . . ‘““‘Whenever Coca- 
Cola is ready to go up. Have tried 
to get other bottlers to go up with- 
out Coke, but they refuse to con- 
sider it”. 


ARIZONA 


“This company is 3 years old and 
every year has had a loss”. 
“Intend to raise prices when com- 
petition permits”. 
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Tomar, toss a compliment for 


business courage and initiative in 
the vital matter of pricing for profit 
at any group of ten bottlers any- 
where in the United States, and it 
will apply to seven of them. Nor 
will there be any distinction among 
these seven because of size of their 
operation, size of bottles they pro- 
duce, brands bottled, even (although 
in a lesser degree) because of their 
geographical location 

These are the conclusions emerg- 
ing from a nation-wide, exclusive 
NATIONAL BOTTLERS’ GAZETTE sur- 
vey conducted during October and 
analyzed in this report. This is the 
third of such price surveys in the 
last twenty months conducted by 
N.B.G., each of them representing 
the only comprehensive, country- 
wide analysis of the price situation 

and its attendant problem, de 
posits—made by any agency or or- 
ganization in the industry. Previous 
_N.B.G. surveys have been widely 
employed in soft drink and govern- 
ment circles whenever basic ques- 
tions concerning price arose. No 
doubt this latest research into the 
involved and controversial price 


question will receive the same at- 





A bright. clear picture of an indus- 
try breaking the shackles of 50-year 
old prices is furnished by this stack 
of survey returns, being analyzed 
by Editor M. J. Becker. 
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Feows, toss a compliment for 


business courage and initiative in 
the vital matter of pricing for profit 
at any group of ten bottlers any- 
where in the United States, and it 
will apply to seven of them. Nor 
will there be any distinction among 
these seven because of size of their 
operation,_size of bottles they pro- 
duce, brands bottled, even (althoug 1 
in a lesser degree) because of their 
geographical location 

These are the conclusions emerg- 
ing from a nation-wide, exclusive 
NATIONAL BOTTLERS’ GAZETTE sur- 
vey conducted during October and 
analyzed in this report. This is the 
third of such price surveys in the 
last twenty months conducted by 
N.B.G., each of them representing 
the only comprehensive, country- 
wide analysis of the price situation 

and its attendant problem, de- 
posits-—-made by any agency or or- 
ganization in the industry. Previous 
N.B.G. surveys have been widely 
employed in soft drink and govern- 
ment circles whenever basic ques- 
tions concerning price arose. No 
doubt this latest research into the 
involved and controversial price 


question will receive the same at- 





A bright. clear picture of an indus- 
try breaking the shackles of 50-year 
old prices is furnished by this stack 
of survey returns, being analyzed 


by Editor M. J. Becker. 


reviews the situa- 
tion after passage of 
year’s period of price agitation, a 


and the subsequent 


only the group of bottlers who ac- 


to 12 ounce goods 
Three-Quarter Mark Approached 
thing in common; each sought 


to determine the number or percen- 


’ bottlers who had increased 
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prices at the time. Our Ma 
survey, with 585 returns, on 
ing of 6,000 (about 10%) 
22.6% of the bottlers inc 
prices 

In November, 1950, the 
survey had a response of 
(1,000 returns) and disclos 
16.4°; of the bottlers had 
prices 

Now, as a result of thi 
survey, we find that 71.4% 
bottlers have boosted thei) 
above the commonly ackno' 
bases current during the la: 


ter-century. This survey, 








RS 


May, 1950 
,on a mail- 
) showed 


increasing 


the second 
of 16°4° 
closed that 


had raised 


this third 
4 of the 
heir prices 
knowledged 
e last quar- 


vey, again 
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The soft drink bottling business is embarked 
on a new era of marketing its products 


at price levels calculated to produce profits. 


by M. J. BECKER, Editor. 





AT NEW PRICES! 





The Picture at a Giance 





Questionnaire Mailings: 6,000 
Returns: 1,477 (427 discarded) 
Results Based on Returns Of: 1,050 
Percent of Returns: 17.5°/, 
Reporting Higher Prices: 750—71.4%/, 
Reporting No Change: 300—28.6%, 
Number of Bottlers Reporting Volume: 787 
Total Volume Reported: 138,374,000 cases 
Volume Sold at Higher Prices: 92,090,000—66.5°%/, 
Reporting Future Plans: 742 

Plan to Raise Prices: 297 


No Contemplated Increases: 445 














made among 6,000 plants, brought 
a response of 1,477 from all forty- 
States and the District of 
Columbia. 477 of 


eight 
these returns 
were discarded for lack of usable 
information or identification. The 
1,050 balance represents a return 
of 17.5%, indicating the continuing 
interest of bottlers in the big ques- 
tion of prices. 750 reported higher 
prices, to give the percentage above 
mentioned. 

Projected into terms of numbers 
against the national picture, the 
soft drink industry now has 4,557 
State, 
their goods at higher prices. Hun- 
dreds of 


bottlers, in every selling 


them increased deposit 


levels as well. 


What Volume At Higher Prices? 


The two previous surveys sought 
to determine intent to raise as well 
as the actual percentage of in- 
creases, and the effect of such in- 
creases on volume and profit. The 
current survey continued this phase 
of the investigation (as to future 
intentions) and searched for a new 
volume (in 


element—how much 


cases) was being sold at higher 


prices. 787 (75°,) returns provided 
figures on volume sold, which to- 
taled 138,374,000 cases. It was pos- 
sible to determine what portion of 
this was sold at higher prices 
92,090,000 cases (66.5° 
total) 

Since this reported total of 138 


of reported 


million plus cases is 13.7°%, of na- 
tional sales of 1,002,000,000 cases, 
it is felt that a safe projection can 
be made against it. Therefore, on 
the basis of the percentage turned 
up by the survey, 666,300,000 cases 
will be sold in the year’s period at 
higher prices; 335,670,000 (33.507 ) 
at old prices. 

These figures should be consid- 
ered in relation to the following 
data: 

742 bottlers (70°) gave answers 
to the question: “Intend To Raise: 
Yes—No”. Of those’ recording 
“Yes” (297—40°%) 191 or 64° 


disclosed to be bottlers who had 


were 
already raised prices. This points 
to the general understanding that 


present ceiling prices of 96c are 
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not acceptable to more than half of 
the bottlers. Of those recording 
“No”, 445 (60°74), 383 or 86° had 
also already raised prices. 

In preparing their returns, all of 
the 1,050 bottlers represented in 
this survey gave their prices and 
deposits for the various size bottles 
they produce. It was therefore prac- 
tical to construct a 48 State table 
showing the price range and de- 
posit level for each State, and for 
the four major size groups—6-8 
0z.; 9-10 oz.; 12 0z.; 24-32 oz. This 
table, published on page 61, shows 
that the biggest departure from the 
old bases has occurred in the 12 
ounce and quart groups. The table 
on Page 59 is a condensation of 
survey data, by State, showing the 
total number of operating plants 
(based on the A.B.C.B. count for 
1951); 


from each State; the number of 


the total number of reports 


plants reporting selling at higher 
prices; the total sales volume (in 
cases) and the volume sold at higher 
prices. Both tables provide actual 
survey data—no projections against 
national figures have been made. 
Earlier in this report, it was 
pointed out that the pressure of 
costs and the need for higher prices 
made no distinction between bot- 
tlers for reasons of their location, 
size of business, brands or sizes 


bottled. In the survey made one 


year ago, 53 nationally advertised 
or franchised brands and 71 inde- 
pendent lines were listed among 
those selling at higher prices. They 
totaled 606 mentions. The present 
survey increases the count of 
brands at higher prices to 87 and 
the number of mentions to 1,652. 
The alphabetical list, and number 
of mentions for each brand, is 
charted on page 62. Independent 
lines were mentioned 295 times. 
The ratio of franchise brands to 
independent lines is about 41% to 1. 


Srace was provided on the survey 
card for comments by the respond- 


ents. The card simply invited “Re- 
marks,” so as not to “force” the 
comments into any one particular 
channel. The results were unbeliev- 


ably uniform, however. Of the 


1,050 returns, 561 bottlers wrote 
comments on their cards and fully 
ninety percent said this, in more 
or less the same words: 

“We would like to raise prices, 
but cannot do so because of compe- 
tition.” 

Further examination of the re- 
turns showed these three facts: 
(1) About half of the comments 
in this vein were from bottlers who 
had not yet raised prices; the other 
half was contributed by bottlers 
Most 
blamed and named one or all of 


who had raised prices. (2) 


the three leading brands as the 
chief obstacle in the way of ad- 
vancing prices, which was neither 
new nor unexpected. Further, the 
majority of such comments came 
from bottlers in areas where the 
80c_ price is still strongly en- 
trenched, such as the south and 
States. (3)  Bottlers 
seemingly want deposits increased 
as strongly as they do prices. 


southwest 


Space limitations do not permit 
publication of all the comments. 
The following have been selected 
for reasons of interest, diversity, 
and novelty, and have been care- 
fully chosen to mirror all shades 
of opinion. They are identified as 
to State only, although most bot- 
tlers gave permission to quote and 
identify their remarks. 


ALABAMA 


“We should raise prices as soon 
as possible. Should have increased 
prices and 
this”. “We will raise prices 
when competition will go with us”. 


“ 


deposits long before 


; 6 oz. competition refuses to 
talk increase’’. . “I believe de- 
posits will go up in the next six 
months. The 96c price is working 
excellently”. . . . “Whenever Coca- 
Cola is ready to go up. Have tried 
to get other bottlers to go up with- 
out Coke, but they refuse to con- 
sider it”. 


ARIZONA 


“This company is 3 years old and 
every year has had a loss”. 
“Intend to raise prices when com- 
petition permits”. 


National Bottlers’ Gazette 





Soft Drink Plants and Volume at Higher Prices... 





Operating Total No. of Plants Sales Reported Volume Sold At 

State Plants* Reporting At Higher Prices (Cases) Higher Prices 
Alabama 131 25 11 3,268,000 1,840,000 
Arizona 42 7 ; 630,000 630,000 
Arkansas 114 3 1,825,000 430,000 
California 292 5 5,963,000 5,963,000 
Colorado 69 1 1,235,000 1,235,000 
Connecticut 108 1,598,000 1,598,000 
Delaware 19 875,000 875,000 
District of Columbia 10 1,370,000 1,370,000 
Florida 172 4,943,000 413,000 
Georgia 189 4,024,643 2.268.000 
Idaho 30 865.000 725,000 
Illinois 302 7,433,000 6.933.000 
Indiana 178 4.517.000 2,573,000 
Iowa 129 3,405,000 3,010,000 
Kansas 99 3,088,000 2,303,000 
Kentucky 121 3,672,000 575,000 
Louisiana 108 2,605,800 2,130,000 
Maine 64 955.000 805,000 
Maryland 75 745,000 745,000 
Massachusetts 211 5 2,255,000 1,965,000 
Michigan 160 3,555,000 3,505,433 
Minnesota 130 2,676,000 2.451,000 
Mississippi 115 1,835,000 290,000 
Missouri 4,544,000 3,779,000 
Montana 292,000 292,000 
Nebraska 598,000 473,000 
Nevada 275,000 275,000 
New Hampshire 621.000 621.000 
New Jersey 3.683.000 2,642,000 
New Mexico 575,000 

New York , 5,885,000 5.885,000 
North Carolina 7,710,000 4,200,000 
North Dakota 160,000 160,000 
Ohio f 4,702,000 4.402.000 
Oklahoma 7 4,012,000 1,332,000 
Oregon 1,284,000 1,284,000 
Pennsylvania 8,388,318 8,328,318 
Rhode Island 200,000 

South Carolina 2,482,000 2,482,000 
South Dakota 865.000 865,000 
Tennessee 2.785.000 175,000 
Texas ¢ 14,855,000 2.452.000 
Utah 727,000 727,000 
Vermont 50,000 

Virginia 3,806,000 300,000 
Washington 1,951,000 1,951,000 
West Virginia 1,524,000 880,000 
Wisconsin 2,618,000 2.508.000 
Wyoming 445.000 445.000 


Totals 6.383 138,374,000 92,090,000 





Based on A.B.C.B. count of plants, 1951 








ARKANSAS CALIFORNIA to hold price down. A new federal 
“Fen se teeliier OHA tie “Pacific west problem is acute administration would be _ better’. 

‘southern price situation’. We need for more realistic prices im- 

would gladly raise if competition perative. We will raise to $1.20 as COLORADO 

would. Would even consider a de- soon as possible’. . . . “What a - : 

posit raise if possible’... . “Will bunch of saps this industry is!’’... In this country of long hauls 

raise price when the industry is “Need more efficient operation of and few people, we need still higher 

ready to consider ounce-wise along plants. Sensible sales procedures. prices”. . . . “The bottlers in this 

with price-wise”. . . . “Our price Reasonable delivery systems. Enlist area show little will to cooperate. 

rise in 1950 has been very satisfac- the aid of dealers toward better However, this lack of faith is im- 

tory”. cooperation and we should be able proving daily”. 
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CONNECTICUT 
“Price on 12 oz 
in 1950 


raised to $1.12 
Absolutely no sales re- 
sistance. Sales are up on 8 oz. too, 


also increased in price” 


FLORIDA 


“We will raise when Coca-Cola 
does. Stubborn refusal to raise 
means they are retarding progress 
for themselves as well as the rest 
of the industry in this area’’. 
“We would like to raise our price 
to any amount up to 96c if our 
competition would go along. We 


cannot go alone” 


GEORGIA 


“If bottle deposits were increased 
no price increase would be neces 
sary”. ... “We are interested in 
price increases in our 7 oz. line. 
Hope that the bottlers in this area 
will get together with an increase 
sufficient to help the bottlers and 
merchants” . “Bottlers the coun- 
try over should raise to 96c in 


order to show a fair profit”. 


IDAHO 


“Undecided as to whether we will 
raise price or not. Considering rais- 
ing bottle deposit to $1.50, 5c per 
bottle, 30c per shell. We do not feel 
that 96c is the correct price”. 
“We think it foolish to raise unless 


we can go to $1.20 per case” 


ILLINOIS 


“Too much 10 and 12 oz. at 80c¢ 
Price structure very uneven in the 
“Raised from 80c to 
Volume off 
“Our deposit 


area” 
$1.40 


some profits up” 


before freeze 
is too low and our price is not up 
“We have 
been selling all drinks for $1.40 


to overhead levels” 
per case plus deposit—only way for 
profit” “The price of 96c is not 
sufficient to bring a fair return on 
investment and effort based upon 
today’s costs. There should be a 
higher deposit charge and a deposit 


on cartons”. 


INDIANA 


“Intend to raise prices when 


60 


competition permits. At present 
Coke and Pepsi are holding out. 
All other bottlers including fringe 
.. “Bot- 


tlers sure stand in their own light 


territory are lined up”. 


when they refuse to get together 
and raise their prices. They can do 
it without Coca-Cola”. 


IOWA 


“Not getting enough. Let the 80c 
men go broke”’. “96c price is 
right if any raise is necessary. 6c 
should be 
vigorously”. . . “Raised a year 


retail price promoted 
ago. Made no difference in sales 
Weather conditions for the last two 
years has been ovr trouble”. 
“Every bottler is ready except 7-Up 
who wants to remain at 80c. We've 
been up and down. Now it’s every- 
body or none”. 


KANSAS 


“Small drop in volume, but money 
in the bank and see no reason why 
others can’t raise price and de- 
“All bottlers in this area 


have raised to $1.20 and it has 


posit”... 


proved if you stick together you can 
.. “No loss of 
sales where Coke is 80c’’. 


get the job done”. . 


KENTUCKY 


“It seems to me as all other items 
have raised, why not soft drinks? 
I'm for the raise”. ... “Have been 
getting $1.00. Has helped us to save 
business”... . “We do desire to in- 
crease our selling price, but our 
competition is such that we do not 
feel it best to do so”. “Can't 
raise price unless all bottlers raise 

need to 
broke” 


raise, slowly going 


LOUISIANA 


from 88c to 95c. Am 
highly satisfied. The 95c includes 
3c per case State tax”. “Our 
aim is to keep Coca-Cola at 5¢ per 


“Raised 


bottle as well as soda”... . “Larger 
bottlers not willing to raise. We 
.. “Will 


possibly raise sales price of con- 


need an increase badly”. . 


tainers. Let’s quit dreaming about 


‘deposits’ ”’. 


MARYLAND 

“We would like to raise our price, 
but cannot do so until others in 
the same territory do likewise”... . 
“We do not believe any bottler can 
any longer produce and deliver 12 
oz. drinks for 80c unless he has 
very heavy case sales per truck, per 
day”. 


MASSACHUSETTS 


“Intend to raise prices when and 
if the other drips decide on and 
intend to hold prices at increase. 
When I increased to 96¢ on 7 oz 
my competitors went around tell- 
ing customers that I had a racket 
getting 96c when they would sell 
for 65c¢ or any price they had to”. 

. “Cooperation and ethical prac- 
tices instead of cut-throating is 


solution to prices on soda.” 


MICHIGAN 


“Would like $1.00 for 7 oz. or 
$1.20, and $1.40 for 12 oz.; $1.70 
.. “Will 


raise again to $1.10 at first oppor- 


for 32 0z.; $1 deposit”. 


tunity; also want $1 deposit”. 

“We raised prices and our unit vol- 
ume has continued to increase. We 
also raised deposits to $1 without 
losing volume—in fact, it has in- 


creased” 


MINNESOTA 


“12 oz. 


per case”. . 


goods should be $1.20 
.. “Intend to raise de- 
posits first of the year to $1”.... 
“Present price structure such that 
it is impossible to raise prices on 
smalls”. 


MISSOURI 


“So far we have been unable to 
get together and raise prices”... . 
“T am about to be closed up but may 
“We hope to 
get 4c per bottle (deposit) by next 
spring 


survive it yet”. 
it’s needed badly”. 


NEBRASKA 


Raised our prices on everything 
from 80c to $1.20. The price raise 
is the answer in this business”. . . 


“If only the entire industry would 


National Bottlers’ Gazette 





raise—it is so easy to do. Can’t see 
why some of the so-called intelli- 
gent leaders of this industry can’t 
see the light’’. 


NEW YORK 


“Would like to see 7 oz. at 90c; 
12 0z., $1.20; qts., $1.40; deposits 
$1 per case’... . “How about rais- 
ing deposit on small bottles to 3c? 
The shells come back but bottles 
don’t”. . . . “We raised our prices 
in 1950 and our sales have shown 


a steady increase” 


NORTH CAROLINA 
“We 


80c to 96c along with 5 other bot- 


increased our price from 
tlers. Two did not go up. We are 
<i 


to wake 


all very well pleased’. . . 
for all bottlers 


and face facts”. . . 


time up 
. “A price in- 
and certainly 


crease is needed 


justified”’. 


OHIO 


“About of our territory is 
at 80c and 80% at 96c’”.... “Would 


like to get deposit on carriers or 


20% 


sell them”. . . . “Prices have in- 
creased slightly in this area, per- 
mitting a ‘break even’ point with 
“Think 
prices on 6 to 8 oz. goods should be 


drastic economies”. 
$1.20, to enable us to hire better 
help and do a better merchandis- 
ing job”. 


PENNSYLVANIA 

“Free deals and low deposits are 
“Must 
remain in 
... “Rising costs cannot 


ruinous to the industry”. ... 


have more money to 


business”. 


State Price and Deposit Ranges... 


Price 

State 
Alabama $0.80-$1.20 
- 1.20 
- 1.00 


- 1.20 


Arizona 
Arkansas 
California 
Colorado 
Connecticut 
Delaware 
District of Columbia 
Florida 
Georgia 
Idaho 

Illinois 
Indiana 

lowa 

Kansas 
Kentucky 
Louisiana 
Maine 
Maryland 
Massachusetts 
Michigan 
Minnesota 
Mississippi 
Missouri 
Montana 
Nebraska 
Nevada 

New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 
Oklahoma 
Oregon 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 
Tennessee 
Texas 

Utah 

Vermont 
Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 
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Deposit 
6-8 ounce 
$0.50 


Price Deposit Pric 
9-10 ounce 
$0.80-$0.96 $0.50 
.80- 1.20 -50-$0.80 .80- 
80- .85 .30- .60 80 
.90- 1.20 -50- 1.00 1.00- 


.96- 1.20 -50- 1.00 


e 


12 ounce 
$0.80-$2.00 


1.20 


2.08 
- 1.60 


- 2.10 


Price Deposit 
24-32 ounce 
$1.56-$1.60 $0.70-$1.20 
1.25- 1.80 -70- 1.00 
1.20 -70 
1.20- 1.90 .60- 
80- 1.45 -50- 
1.10- 1.60 .60- 
1.20- 1.25 -70 


Deposit 
$0.50 


1.00 
1.00 
1.00 


1.20 -70- .80 
-70- 1.00 
-70- 1.00 
50- 1.50 
60- 1.00 
-70- 1.00 
-70- 1.00 
60 
-70 
.75- 

60- 
.60- 
-48- 





long be disregarded”... . “Doing 
business is wonderful without Penn- 
sylvania State tax, thank God’! ... 
“Let’s put the soft drink industry 


’ 


on a profitable basis”. 


TENNESSEE 

“We would very much like to 
raise prices, but cannot until others 
do so”... . “The case deposit is one 
... “Would 
like to raise price, but can’t as long 


of our main concerns”. 


as the leaders refuse to go along”. 


TEXAS 


“Adequate wages, maintenance 


of equipment, general improvement 
of established business the com- 
plete structure demands a raise in 
prices”... . “Price change is ques- 
tionable. We intend to follow indus- 
try trend in our area”. ... “We 
were selling for 96c when other 
bottlers got cold feet and refunded, 


so situation is bad’. 


VIRGINIA 
“Price rise must come or else it’s 
curtains for small bottler’. 


“The increase is what the bottlers 


need”. . . . “Intend to raise prices 
when competitive conditions per- 


mit”’. 


WISCONSIN 


“With increased costs and labor 
squeeze, 96c is no longer sufficient”. 
“Price should be $1 on 6-8; 
$1.10 on 9-10; $1.20 on 12; $1.50 
on quarts; deposits $1”... . “Would 
never go back to &80c price’. 


“Raised our price in 1950 and en- 


joying nice business. Bottlers, raise 


your price and pay your bills”! 





BRANDS 

B-1 

Barq’s 

Bireley’s 

Botl-O 

Bubble Up 
Buffalo Rock 
Canada Dry 
Cheer Up 
Cherry Blossoms 
Chocolate Soldier 
Circle A 
Cliequot Club 
Cloverdale 
Coca-Cola 

Dad’s Root Beer 
Delaware Punch 
Dr. Pepper 

Dr. Swett’s 
Double-Cola 
Evervess 

1% 

Frostie 

Fruit Bowl 
Goody Root Beer 
Grapette 
Grapico 

Green Spot 
Hires 

Hi-Spot 

Howel’s 

Jo-Jo Chocolate 
Julep 

Kayo 

Kist 

Lemmy 
Lemonette 

Lime Cola 
Lucky Club 
Marbert 

Ma’s 

Mason’s Root Beer 
Mil-Kay 


Mission 





NO. OF Moxie 
MENTIONS Nehi 
14 Nesbitt 


FRANCHISE BRANDS REPORTED 
AT HIGHER PRICES 


10 New Yorker Ginger Ale 


NuGrape 
Old Colony 
Orange-Crush 
Orangette 
0-So Grape 
Pal Ade 
Par-T-Pak 
Pepsi-Cola 
Pop-Kola 
Quench 
Red Rock 
Richardson 
Royal Crown 
Rummy 
“Te” 
Seven-Up 
Shasta 
Smile 
Spike-It 
Spur 
Squeeze 
Squirt 

Sun Crest 
Sunny Isles 
Sun Spot 
Triple XXX 
Tru-Ade 
Try-Me 
Twang 
Upper 10 
Vernor’s 
Vess 
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Virginia Dare 
Whistle 
White Rock 
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Wonder Orange 
Yankee Doodle Root Beer 
Independent lines 
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CONDUCTED BY CAPPER’S WEEKLY AND PUBLISHED 
IN MID-CONTINENT BOTTLER, BOTTLING INDUSTRY, 
NATIONAL BOTTLER‘S GAZETTE AND 
AMERICAN CARBONATOR AND BOTTLER 


ROOT BEER IS 
THE NUMBER TWO DRINK 
IN POPULARITY (asco on same surver 


Quote from Morch, 1951, issue, of Mid-Continent Bottler Mogozine — “DAD'S ond Hires ore 
the two big brands of root beer in this study, according to the answers to: What brand of 
bottled root beer do you serve of home?'” 


—- BRAND SERVED _. PERCENT 


oe 
DAD’S 25.2 
HIRES 21.1 
MASON’S 8.1 
NEHI 2.2 
BARQ’S 1.7 
HOWEL’S 1.7 
GOODY 





























This report is bosed on o study mode by Copper's Farmer, 
(One of Americo's leading rural publications with 
a circulation of 1,360,219). 


THERE MAY BE A 
DAD'S FRANCHISE AVAILABLE 
IN YOUR MARKET! 


Write, wire or phone 


DAD’S ROOT BEER CO. 
2800 North Talmen Avenve 
CHICAGO, ILLINOIS 


SEE US AT BOOTH 532 AT THE CONVENTION (NATIONAL GUARD ARMORY) 


November, 1951 





Proper Lubrication 
Cuts Cost... 


Beverage equipment will last longer and perform 


better when correctly lubricated. Here are some 


pointers. 


a CTION ot 


maintenance expense without de 


operating and 


ase in production is always 
desirable. But at the present time, 
it is more than desirable—it is es 
sential 

Many bottlers have found a par 
tial answer to this pressing prob 
lem by over-hauling their previous 
lubrication procedures. Examina 
tion of the situation strongly brings 
out the fact that the use of quality 
lubricants is much less expensive 
in the long run, even though the 
initial price is slightly higher thar 
ordinary run-of-the-mill oils and 
greases 

The machinery used in the soft 
drink industry is, in general, well 


designed and will give trouble-free 


by JAMES J. WHITE 


Ass’t. Mgr., Lubriplate Div. 
Fiske Brothers Refining Co. 
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operation for many years if prop- 


erly and intelligently lubricated 
Almost all known mechanical mo- 
tions are involved in the operation 
of bottling equipment, including 
plain bushings, ball and roller bear- 
ings, open and enclosed gears of 
several roller 


types and S1Zes, 


chains, cams, slides, ete 


It is worth repeating that the 
most important factor having to do 
with the proper functioning of all 
of these various machine parts is 
that of suitable and correctly ap- 
plied lubrication. Care must be 
taken in the selection of lubricants 
that will withstand the action of 
water and other unfavorable oper- 


ating conditions 


Improvements in machine design 
as well as higher speeds, heavier 
use of modern metals, et¢ 


ast few vears neces 


sarily led to the development of 
more efficient lubricants, both fiuid 
and grease type 

These 


the older type conventional products 


lubricants do more than 


and reduce operating and mainten- 

ance costs by a substantial per- 

centage. 
They last longer and stay put 
don’t break 


under loads, speeds or adverse con- 


because they down 


ditions. For this reason, the equip- 
ment may be operated for longer 
periods of time between lubrication 


applications 


Protect Machine Parts 

By resisting water, steam and 
acid conditions, they protect ma- 
chine parts against rust and cor- 
rosion. This feature alone substan- 
tially reduces repair bills and parts 
replacement costs and keeps bot- 
tling machinery available for con 
tinuous use 

The use of quality lubricants has 
been found also to reduce power 
consumption, arrest progressive 
wear and to eliminate “drag” ordi- 
narily caused by frictional resist- 
ance due to inadequate lubrication 

Years ago, the conscientious bot- 
tling machine operator found it 
necessary to purchase and use a 
variety of 


greases. Antifriction 


bearings required a “sponge” or 


“fibre” type of grease. Plain bush- 





(Continued on Page 74) 


National Bottlers’ Gazette 








What Counts: 


NET PROFITS 
NOT GROSS SALES 


It is pleasant to see the volume soar during the Summer months. 


But there come Autumn and the Winter—and too much of the Summer's profits 
are paid out in case refunds. 


The reds, whites and blues, the big-bottle thirst-killers, fade with the flowers. 
But their case-refunds linger on. 


It's money in the bank at the end of all the year, all twelve months of it that 
counts. 


NET PROFITS, in other words NOT GROSS SALES. 


sO WHAT? 


So you want an all-year-round seller — 


———— 


% Anda small-bottle seller, so the costs are as low as possible— 
% And a drink that enjoys mixer business in December as well as 
thirst-quenching business in July. 


——— 


NO USE KEEPING THE SECRET ANY LONGER— 


THE DRINK WE’RE TALKING ABOUT IS B-1 


For B-I is a year-round seller. Our long-time bottlers, and our new ones, will tell you that 
B-| Winter sales hold on to the Summer profits; the profits don't all slip away in case 
refunds and slumping sales. 


And B-1 costs are low because it's a seven-ounce drink with reasonably low case cost. 


Plus the fact — and this is a clincher — that B-I is a lemon-lime flavor, and lemon-lime 
has now grown to Number two in popularity, in fact, picking up speed every day! 


B-| franchises are still available. 


In the last two months, fifteen bottlers have joined the B-1 
ranks. They "yielded to the impulse" and investigated the B-1 
story, as given above—WHY NOT DO THE SAME? 


And 


SEE US AT OUR BOOTH, NUMBER 446, AT THE A. B. C. B. 
CONVENTION, AND OUR HEADQUARTERS AT THE 
MAYFLOWER HOTEL 











November, 1951 





WINTER ADVERTISING 


“Soft Spot” 
in the 
Soft Drink 
Industry 


Fue is a “soft spot” in soft 


drink promotion—winter advertis- 
ing. And it is softer than many 
hottlers realize 

I am saying this because I have 
a startling survey called, “Regional 
Variations in the Home Purchases 
of Soft Drinks.” And I am saying 
this because I know what some of 
vour selling problems are, having 
wrestled with them at the Bureau 
of Advertising 

The survey is sound. It was pre 
pared by the Bureau of Advertising 
from the Industrial Surveys Com- 
pany’s National Consumer Panel 
It covers sales volume by regions 
It includes bottle sizes, seasonal 


variations, and share of the market 


by BRUCE ROBINSON 


Bureau of Advertising 


American Newspaper Publishers Assn. 
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for specific kinds of soft drinks 
colas, ginger ale, root beer, lemon 
and-lime, orange, sparkling water, 
grape, and all others 

Briefly, this survey shows that 
winter grabs 20°; of all sales of 
soft drinks. Winter means Decem- 
ber, January, and February. And 
the survey includes the whole in 
dustry, the whole country 

What does twenty per cent mean? 
It means a sizable chunk of your 
business. And if your business hap 
pens to lean entirely on home con 
sumption, it can be a fifth of all 
vour sales! All this during the cold, 
snowy months when people are sup 


posed to be ndoors drinking hot 


toddies 

And 20 is only five per cent 
away from the ideal amount— the 
25°, vou would get if all your sales 
vere pertec tly proportione d through 


the twelve months 


wood & Underwood 


But I am talking about “total 
market,”” you may say. All types 
And you aren’t selling “total mar- 
ket,”” and chances are that you are 
either. Of 
course! My point is that it makes 


not selling “all types” 


a considerable difference what you 
are selling 

Why does it make a difference? 
dollars 
when they are matched with the de- 
mands of the market. Whenever 


and wherever the demands for soft 


Advertising work best 


lrinks are high, the advertising 
should be strong. And if demand is 
light, the should be 


light, too 


advertising 


But many bottlers have not been 
operating that way. When spring 
comes they automatically put on 
the advertising pressure. Then as 

weather approaches they turn 
he pressure on. still) more and 


iway they go. All summer long they 
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AND PRODUCT STANDARDIZATION 


with the Liquid Lifetime Magic Carhonatt 


EXCLUSIVE! 
Spiral Spray Head “Air-Foe” automatic 
“Fog Nozzle” effect anift end weter 
: : E PT a 
insures saturation 


gir-free carbonation 


AIR-FOE SNIFT 


removes air 
WATER SEALED PUMP 
seals out air 
PREVENT 
mw eley NS) er -Nd:10],) 7 Wile), i 














Air causes “coarse carbonation’’ and detracts from the flavor and 
quality of a beverage. Liquid’s air-free carbonating principle 
assures precise, food-product quality control for your beverage — 
ask the Liquid Man for complete facts. 


(ee Ce ae, i cmmcnen a ek @ Wim men, | 
3100 SOUTH KEDZIE AVENUE . CHICAGO 23, ILLINOIS 





WINTER” PERCENTAGE OF ANNUAL SOFT DRINK SALES 


23.2% 


LEMON & LIME 


GINGER ALE 
ROOT BEER 





























26 4% 


ORANGE 
SPARKLING WATER 
ALL OTHERS 




















DEC , JAN ,FEB.— 1948-49 


SOURCE 


INDUSTRIAL SURVEYS COMPANY 


COLD WEATHER BRINGS BUBBLY BUSINESS 


Winter accounts for 20% of all soft drinks consumed in U. S. homes— 
during the months when people are supposed to be indoors drinking 


hot toddies. 





hammer, hammer away: “Drink my 
brand! Drink my type!” 


Good! Nothing wrong with that. 
But what happens when Fall comes? 
Nothing. There is no money left 


MATCH SALES WITH 
ADVERTISING 


Now if ever there was a number- 
one axiom of marketing, it is this: 
Always match sales with advertis- 
ing dollars. Those dollars work for 
you just as men do. As equipment 
does. If your volume goes up in the 
summer, you add more men. Per- 
haps more trucks. If it comes down 
in Fall and Winter, you taper off 
Naturally 

But you don’t quit entirely. You 
still have a bottling plant in opera- 
tion and you still sell soft drinks 
You are still using men, and you 
are still using equipment. And if 
you want to get all that is coming 
to you, you should still be using 


advertising. 


If your winter sales on sparkling 
water, for example, are 25°; of your 
year-round sales volume, you should 
have 25°, of your advertising budg- 
et to spend at that time. If you 
are in the northeastern part of the 
country perhaps you should spend 
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as much as 30¢7 of your advertising 
dollars during those three months 
of December, January, and Feb- 
ruary 

But what actually has been hap- 
pening? One national ginger ale 
producer used less than 10°; of its 
total 
(and including) the months of Octo- 


advertising linage between 
ber and March. And a national cola 
distributor spent 21°; of its news- 
during those 


paper advertising 


months—-with spring and summer 
gulping down the rest of the 79°, 
Enough, for the moment, about 
the disparity between the sales and 
advertising figures 
Some bottlers might ask: ‘‘Sup- 
pose I want to build extra volume 


on one of my flavors ?” 


Why not? But be sure that the 
extra volume comes from extra ad- 
vertising, and not from the regular 
budget. Don’t try to cover a double 
bed with the narrow blanket from 
the cot. Any extra promotion or 
push should be considered as an 
added and separate operation, and 
the advertising budget should be 
increased accordingly. 

Or put it this way . in terms 
of workers: If you decide to pro- 
duce and promote more of a certain 
flavor, would you take men off their 


present jobs and put them on the 
new operation ? 
You wouldn’t—-not if you want to 
keep the business you already have. 
You would let your regular help fill 
your regular orders. And for your 
extra several thousand cases you 
would get extra help, or let your 
regular workers work extra time. 
Advertising should be handled 
the same way. A given amount of 
money produces a given amount of 
advertising voltage. If you want 
more voltage, you must spend more 
money. There is no secret Way out 
You cannot increase voltage by re- 
directing it. I am assuming, of 
course, that there is no waste and 


that-you are using newspapers 


HERE’S THE APPROACH 


Thus the merchandising pattern 
becomes clear. The first job is to 
round up your own sales figures by 
months of the year by flavors 

and by bottle size. And then put 
them on a graph. 

Then gather vour advertising ex- 
pense figures---on a month-by- 
month basis—and put them on a 
graph, too. If the advertising graph 
moves along hand-in-hand with the 
sales graph, you are in good shape 
You are getting top value for your 
advertising dollar. If not, you may 
need help 

You may need the assistance of 
the Bureau of 
A.B.C.B., or 


Gazette.” 


Advertising, or 
“National Bottlers’ 
Because you will need to 
know how beverage sales ... sales 
of each flavor or type . Vary ac- 
cording to regions and according to 
seasons. Your own sales records will 
help, but the best way to judge po- 
tential is to judge the peculiarities 
of each market from an objective 
viewpoint 

The quickest way to review the 
over-all situation is to take advan- 
tage of the survey, Regional Varia- 
tions in the Home Purchases of Soft 
Drinks, which the Bureau of Ad- 
vertising has printed in a handy 
booklet. 

By “handy” I mean useful. For- 


mer A.B.C.B. president John F. 





(Continued on page 72) 
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SUN SPOT’S SALES PLAN 
Wil do the “/rice flr 
Plenty Zuich... jf wm 


You are invited to visit 
our booth for the 


PROFIT PLEDGE 
OF 1952 


See us at 


BOOTH 515 





DRINK eal Oxrauge Goodanee! 
SUN SPOT COMPANY OF AMERICA 


1520 RIDGELY ST. BALTIMORE 30, MD. 








turn out to view the sport of kings at 


luxurious Hialeah Race Track 


for Re ~,eshinenf—~ 


PEOPLE DRINK MORE BEVERAGES 
SEALED WITH CCS CROWNS 
THAN ANY OTHER KIND.... 


Phe preference of bottlers and brewers for CCS Crowns is nota recent develop 


ment. Itis a record that has continued, without interruption, for nearly 60 years 


Why this preference for CCS Crowns? . Because CCS Crowns consistently 
give bottlers and brewers the two things that mean the most to them trouble-free 


bottling and dependable sealing 


Why do CCS Crowns excell in these qualities? Because this Company has 
constantly improved its manufacturing methods and quality control procedures 
The most modern techniques—many of them exclusive with this Company—are 
employed to make certain that CCS Crowns are the world’s finest. Crown Cork & 


Seal Co., Baltimore 3, Md. Originators and World's Largest Makers of Crown Corks 


Plants at: Baltimore + St. Louis + Los Angeles + San Francisco 


ranch Warehouses Throughout the Nation 
3 





Enthusiasts in great numbers 


in Florida 



























Football draws the crowds. What 


better evidence could there 


be than this game at the 


Los Angeles Coliseum 


Why CCS Crowns 
HCSUPCHIOL. ... 


This man is checking samples of tn- 
plated steel to determine its ductility. 
Every roll of steel used in making CCS 
Crowns is submitted to this test and 
must meet rigid specifications before 
being decorated and formed into crown 
shells. Constant control checks like this 
make sure that every lot of CCS Crowns 
will give ight, dependable sealing. It is 
just one of the many reasons why CCS 


Crowns are unmatched for all around 


satisfaction 
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Leary of the C 
bottlers of 


Leary & Company, 
Coca-Cola and 
Mass., 


Bangor, Sanford and 


7-Up 
in Newburyport, 
N. H., and 
Portland, Me 


“as a guide not only in preparing 


Plaistow, 
says he is using it 


all advertising we will do in news- 
papers but also as a pattern for our 
production program.” 

He adds: 
tler in the 


“I wish that every bot- 
take 
enough interest in it to request a 
It is advice well taken, be 


country would 
copy ; 
cause business based on hard re- 
search is better than business by 
And although 


ence Is 


hunch “past experi- 


good for pointing out 
where to avoid failures, research is 
yood for showing where to achieve 
SUCCESSeCS 

should do 


Research than 


suggest an advertising program for 


more 


this year or for next year. It should 
suggest a policy a policy that 
applies at all times for any vear 
And the policy I have been pointing 
Keep the 


right amount of advertising pres- 


out here is simply this: 


sure on at all times 

Too little advertising gives your 
competitor too much leeway. Too 
much advertising wastes dollars 

Up to this point I have been as- 
suming that the quality of the ad 
itself is first-rate—and appropriate 
to the season. But this assumption 
is not as solid as it ought to be. Too 
often a man with earmuffs and mit- 
tens finds himself being urged to 
“cool off" 
Drink 


And too many 


with Frammis Grape 
bottlers buy as 


much outdoor advertising in the 
winter as in the summer, not realiz 
ing that blizzards can obliterate 
outdoor messages for days at a time 

and not realizing that a man ne 
yotiating an icy curve on the high- 
way has no seconds to spare tor an 
advertising message 

That, however, is another prob 
lem. The main problem is to match 
your advertising dollar with sales 
volume not according to the time 
of year 
{dvertise 


Right now it means: 


in winter. It pays! 
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James Vernor Company Plans 
Five-Million Dollar Expansion 


The plant of the parent James 


Vernor Co., Detroit, will be moved 
to what is now the site of Detroit's 


Hall, 


president of the famous 


Convention James 


Vernor II, 


famous 


ginger ale firm, has announced 


The move, which will necessi- 


tate an extensive renovation pro- 
gram, will cost the James Vernor 
Co. $5,000,000. The company hopes 
to have the new plant in operation 
by 1954 

The site of Vernor’s’ present 
plant, on which it has been located 
SINnce 


1896, will be taken over by 


the Common Council and become 
part of Detroit’s new Civic Center 

The Convention Hall property is 
large enough to include complete 
garage and shipping facilities for 
Vernors. All trucks will be loaded 
and unloaded inside the building; 
there will be no parking or stand- 
ing on the streets that would inter- 


fere with the flow of traffic 


The executive and administrative 
offices will occupy the second floor 
The building will have a new and 
ylass 


modern face primarily of 


The first floor front will be re 
cessed 18 feet to provide space for 
a lawn and landscaping 


The purchase of Convention 


Hall is contingent upon a change 
in zoning by the Common Council 
that will permit 


of the 


Vernor’s occu 


pancy property, but Mr 


Vernor said he expected no oppo- 
sition as the Vernor plant will be 


an improvement for that area 


Samuel Bernhard Meyer 


Samuel B. Meyer, president and 


treasurer of the Glenshaw Glass 
Company, Glenshaw, Pa., and one 
of the 
the beverage supply field, died Oct 


2. He was 64 


most prominent figures in 


Mr. Meyer had been associated 
with Glenshaw Glass for 43 years, 
starting in the factory. He rose 
steadily in the organization, and 
held practically every key post in 
the company 

He was connected with many con- 
structive movements in the soft 
drink industry, although he gener- 
ally preferred to remain in the 
background. He was a Mason, di- 
rector of several financial institu- 
tions, and for many years treasurer 
of the First 


Church of 


English Lutheran 
Sharpsburg, Pa. 

Survivors include his wife, Es- 
Jean and 


tella; two daughters, 


Grace, and a son, James E., who 
is assistant treasurer of Glenshaw 
He also leaves three sisters, Eliza- 
beth, Marie and 
brothers, John E., 
Albert C. Meyer 


Ruth, and three 
George W. and 


The latter two brothers also are 
affiliated with Glenshaw. George W. 
is executive 
Albert C 


company’s mold department 


vice-president and 
is superintendent of the 











Architect's sketch of the proposed new Vernor’s plant. 
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(mon 4 ounury ws RAV BRET 
Our Booth 


cmon! 


We gonna give you 


Vin Vie 
Ginger-Ale 
Orange 

Lemon 

Root Beer 
Strawberry 
Celery Tonic 

True Fruits Flavors 


Imitation Flavors 


. . 
We gonna give you everything 
This year, next year, every year, Vir- 
Representetives in Principal Cities ginia Dare offers quality in flavor... 
E dependability in service . . . coopera- 
ARE tion right down the line. For the bet- 
pb ter flavor behind the better selling 


drink . . . Virginia Dare. 


EXTRACT CO., Inc. 
Bush Terminal Building No. 10 
Brooklyn 32, New York 








PROPER LUBRICATION 
(Continued from page 64) 





ings and those bearings subject to 


contact with water called for a 


water resistant “cup = grease” 


Wherever 


normal, these 


temperatures exceeded 


“cup greases” could 
not be used; special high tempera 
ture greases had to be kept on 
hand Open gears called for a 
grease having good adhesive prop- 
erties—-another special 
Today we find all these grease 
applications in the modern bottling 
plant being taken care of in a much 
better manner through the use of 
only one grease of the recently de 
veloped “multi-purpose” type 

This grease has a medium soft 
density and will work in any type 
of grease yun or grease cup It 
lubricates both plain and anti-fric 
tion type bearings. It is extremely 
resistant to water, steam and acid 
conditions. Its ability to cling to 
metal surfaces makes it ideal for 
open gear use. Its film strength is 
trom two to three times greater 
than the ordinary grease—resulting 
in considerably longer life both of 
the lubricant itself and the parts 
being lubricated. Even if bearings 


are overlooked during 


gvreasing 
periods (as they frequently are) the 
‘superfilm” of this grease will in- 
sure against 


eXCeESS1VE wear and 


} 


wearing SelZure 


While the oil requirements in a 
bottling plant are of a minor clas 
sification, simplification in this re- 
yard is also the present trend. Gen- 
eral oiling is well taken care of 
through the use of a medium weight 


“veneral lubricant 


purpose” oil 
Enclosed gear drives, speed reduc 
ers, roler chain drives, etc require 
a heavier oil, usually in the SAE 90 
Gear Oil class, and this also is 


available today 


Follow These Four Steps 


In conclusion, the proper method 
of reducing lubrication and mai: 
tenance costs consists of tollowing 
these steps 


1. Use the best quality lubri 
cants with proven record of 


producing the most satisfac 


tory results. Initial lubricant 
vost is only a small part of the 
lubrication program 

Simplify your lubricant pur 
chasing, stock and application 
problems by selecting a higt 
quality “multi-purpose” 
grease type lubricant (and 


general purpose lubricating 
oils where necessary 

Consult your lubricant sup 
plier as to how often you 


should lubricate In most 
cases, you will find that you 
can lubricate less often with 
absolute safety 
For specific problems and 


veneral lubrication advice, 
take advantage of the free 
lubricating engineering sery 
ice provided by practically all 
lubricant 


reliable manufac 


turers 


“Small Business” Hard to Define, 
Government Finds 


After a six-month survey of 452 
manufacturing industries, the Na 
tional Production 


reached the 


Authority has 
conclusion that there 
can be no single definition of small 
business. It said the commonly ac 
cepted concept of small business 
a concern with 500 or less em 
ployees, independently owned and 
operated and not dominant in its 
field— is not “entirely satisfactory.” 
The study was based on estab 
lishments reported in the 1947 Cen 
sus of Manufacturers. In some in 


dustries, no establishments exceeded 


50 employees in 1947; in others, 
there were virtually no establish- 
ments under 500 employees. On the 
other hand, a company with as 
many as 2,500 employees might be 
regarded as small business 
Another highlight of the NPA 
analysis was that manufacturing 
plants are small businesses until 
they are sufficient in number and 
size to produce a substantial por- 


tion of the total industry output 


Roy R. Underwood 


Roy R. Underwood, 64, president 
of the Knox group of bottle com- 
panies, was killed instantly October 
16, when the automobile which he 
Was driving was struck by another 
car at the intersection of Routes 
36 and 62 at Frills Corners, Pa 

Mr. Underwood started in the 
glass field as a factory worker 
immediately following grade school 
education. In 1914 he was named 
manager of the Marienville Glass 
Company, and in 1917 he was in- 
strumental in organizing the Knox 
Glass Bottle Company. Under his 
leadership the Knox group of com- 
panies grew steadily and attained 
fourth position in the glass con- 
tainer 


industry. The group now 


numbers twelve plants 


He was president of all the afore- 
mentioned companies and in addi- 
tion was president of Knox Glass 
Associates, Inc., a central sales and 
administrative organization for the 
group 


PLANT DONATES LAND FOR PLAYGROUND 


A children’s playground now under construction in Fremont, Nebraska, 
is being built on land donated by the local Seven-Up Bottling Co., a 
portion of which is shown in right background. Larry Dwyer. an official 
of the bottling firm. and secretary of the Fremont Optimists Club (which 
is building the playground), is general chairman of the project. 
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There’s Only ONE 


ILLER HypDRO 
BOTTLE WASHER 





Other Bottle Washer Can Match it! 


Compare performance . . . compare by experts who have been serving bot- 
quality...compare price...and you'll tlers for 37 years. The finest materials 


: ' ...the most advanced design... and 
cast your vote for MILLER HYDRO. aisle tng: 
aaah unsurpassed workmanship combine in 
World famous Miller Hydro Bottle Miller Hydro to give matchless per- 
Washers are designed and produced formance. 


MILLER HYDRO—THE BOTTLE WASHER THAT LOOKS BETTER... 
LASTS BETTER... AND ABOVE ALL, WASHES BOTTLES BETTER! 


Write TODAY for Information and Prices! 


Rae MRIS 


MILLER HYDRO CO. 


Manufacturers of MILLER HYDRO BOTTLE WASHERS MILLER CASE PACKERS — Aazrmn’ ainbridge, Georgia 
MILLER BOTTLE CONVEYORS MILLER-KENDALL MIXERS = MILLER INSPECTION © 





BOXES MILLER FLUORESCENT INSPECTORS = MILLER ACCUMULATOR TABLES OS" JOHN MULHERN CO Serving Gertiors 


Since 1913 
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UNDER RECONSTRUCTION 


California hist Bottler- 


Meet New President 


The “remains” of the Mission Orange Bottling Co. plant in Manhettan 
Eansas. ravaged by the recent midwest floods. cre shown (top) just after 
the flood waters had subsided. The plant. however. should be at peck 
eticiency shortly. with reconstruction (bottom photo) now near comple- 
tion. Owner Elmer Johnson. shown with Mrs. Johnson at right. points to 


the high water mark of the flood 





California Passes Law Aimed 


At Transient Bottle Problem 





.--- PARTITIONS 
THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 
The rugged construction of FIBERLOX Partitions 
assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
n either stock sizes or to your specifications. 
Write today for complete information. 





PARTIAL LIST OF DISTRIBUTORS: 


eee Y. Some Sennen _, PAPERBOARD PRODUCTS. Inc. 


Philadelphie. Pa Treen Box Company 


Buflalo, N.Y. Union Paper B Twine Co PORTLAND 2, MAINE 
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LESTER HELFRICH 


Our Satesmen Say- 
“We LIKE Working 


DICK CONNERS “ALF” BURR DON WILSON ALBERT CONNELL CHARLIE SMILEY 


Retired 


RUDY CARLSON JUNIOR STEWART 


for Hurty-Peck” 


4 ¢ 


WOULDN'T YOU? 


We are constantly on the look-out for fine young men to join our 


pea - 
DICK COUVILLON 


field force. There are many advantages in selling for Hurty-Peck. 


HAROLD BLAIN 


EARNINGS— 


“Em not rich, but [| like my deal with Hurty-Peck 
because | make good money and they do not put any 


limit on my income.”—Don Wilson 


Commission Arrangement 


WALT SOHRWEIDE ‘ 
Earnings limited only by ability and energy 
Liberal draw to prevent financial worries 
Exclusive and protected territory 


Salary during short technical training course 


SECURITY— 


“| have been selling for Hurty-Peck almost 30 vears. 


SAM BONE 


I know that the security they offer is exceptional.” 
(Retired) 


Noel Elliott 


Company growing constantly since 1903. Bigger and 
stronger today than ever before 

Health and accident insurance at no cost 

1 lifetime career 

Retired field men guaranteed comfortable income 


NOEL ELLIOTT 


PLEASANT WORK— 


“| like being my own boss. The company offers so 
many ways to help me and my customers that selling 
the bottler—the finest of small business men 
Walt Sohrweide 


is a 


real pleasure. ”- 


Vian runs his own territory 
Home for most every weekend 
PAUL CONNELL No time-wasting reports 
‘ 


Genial, pleasant associates 





HURTY-PECK 


Makers of Quality 
INDIANAPOLIS 7, INDIANA 
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THE COMPANY— 


“TL have worked for several different companies, but 
I have never seen one that did as much to help their 
field Hurty-Peck.” 

—" Alf" Burr 


men and their customers as 


Puts the man ahead of the job 

Understands the salesmen’s point of vieu 

Provides technical training course 

Supplies laboratory equipment for field use 

Honest price list and selling plans 

Experienced sales executives give help and guidance 
without domination 

FREE services helpful to bottlers 

technical bulletins, laboratory analysis of beverages, 

etc. 


Offers many 


Complete line of high quality beverage flavors . . . 
low prices 

Young, progressive group of associates 

Large enough to be big, small enough to retain personal 


Uuterest in success of every man 


We would like to contact young men now who are 
clean-cut, ambitious, honest... and who want to sell. 
There are opportunities in the eastern, mid-southern 
and mid-western states. 

During the A.B.C.B. convention in Washington, 
see Lew Enkema, Vice-President, at Booth 240 or 
call for appointment at the Lafayette Hotel, other- 
wise write him at 1423 Naomi St., Indianapolis 7. 
Ind. Your inquiry will be held strictly confidential 


& COMPANY 


“‘Superb”’ Flavors 


SANTA ANA, CALIFORNIA 





SIGN OF THE TIMES all major chain stores and leading 


independents throughout New 
England, New York and New Je) 
sey. It is receiving special promo 
tion as a mixer—with milk, cream 


or ice cream, or with liquors 


Mr. Gerstein, one of the prin 
cipals of Red Fox, is past president 
of the Rhode Island Bottlers of 
Carbonated Beverages 
Five Beverage Companies Win 
Awards for 1950 Annual Reports 


From the 5,000 corporation 


} 2 nual reports for 1950 rated the 
Eleventh Annual Survey, conducted 
by Weston Smith of Financial 
World, five beverage industry com 
panies have qualified for “High 
est Merit” citations. They are: 

Canada Dry Ginger Ale, Inc.; 
Dr? Pepper Company; General 
Bottlers, Inc.; Liquid Carbonic 
Corp., and Pepsi-Cola Co 

The stockholder reports of these 


companies have thus become candi- 





This Coca-Cola vending machine, standing in the entrance to a New — — 
York City grocery store, doesn't vend nickel drinks anymore. A large dates for the final judging, and one 
hand-made poster on the vendor, now utilized only to cool the beverages will be selected for a “Best of In 
inside (the patron opens the door manually), announces that all “cold % 

sodas,” including Coke, are “7c. dustry” award and presented with 





a bronze “Oscar of Industry” at 
the Financial World Annual Report 


Awards Banquet late this month 


Coffee Time Franchises The announcement was made by 
Big Eastern Bottler Rudy Vallee, the famous showman 
Samuel M. Gerstein and Al Gold who is executive vice-president of 

: offee T an ts o 1e ort Shi 
hese of the Bed Wea Gianer Ab Coffee Time Products of America, J..Robert Shanks 


Co., Providence, R. I., have beet Inc, which has its headquarters J. Robert Shanks, 60, head of 
’ t 


ippointed franchised bottler for n Boston the Wm. J. B. Shanks Co., Balti- 
Coffee Ti l new carbonated Since its introduction in the more, Md., died October 2. Mi 
thode Island Boston area last February, Coffee Shanks was treasurer of the Mary 
setts 


ind Eas Time distribution has been mate land Bottlers of Carbonated Bev 


rially increased. It is now sold ir erages 


NIAGARA BOTTLE ae - 


“Custombilt’ = « « can handle any size bot- 


tle from 4 ounce to 5 gallon! Widely used by bottling 
plants, food companies, mineral water, fruit juice, 
bleach and wine bottlers. 





¢ Available in several capacities and sizes. 
Expertly designed and engineered. No jets to clog, solution 
renovator filters solution water every few minutes and dis- 
charges contamination. Two compartment; makes its own 
rinse pressure; saves water. Completely welded, no castings, no breakage. 
e Write for complete details. 


NIAGARA BOTTLE WASHER MFG. co. 


225-27 FIRST STREET - TOLEDO 5, OHIO 
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| ORANGE=TOP SELLING FLAVOR 
ad 9 
WR» 


“White” sections on map indicate open Nesbitt’s 






*= TOP SELLING ORANGE 


territories. If your plant is located in a “white” 
area, request our representative to call. 


A NESBITT’'S FRANCHISE 











° ; ; OFFERS MANY 
EE———EeEE—EE : , > ADVANTAGES 
11 OT a ee 2 Ae SS SSS co caoseroree ce ceeeeneeeeee ' 
wy ete SERB a oe SS Ee ns Y 1; Nesbitt’s has been 
: wen Se advertised in leading 


Se aren velarel Muitele ler 4iar-t) 
consistently over past 
10 years 


2. Dealer and consumer 
acceptance already 





established in open 






territories 


a 3 
a »Three bottle sizes to 
-— 
_— choose from: concession 
+ — 
J bottle, 7 ounces; 
—— 
—— RS felatelelde Mm clelii(-Sam LO Mel lala -t 3 


+ and the family pack bottle, 
26 ounces 


‘ TAKE ADVANTAGE OF THIS OPPOR 
TUNITY AND GROW WITH A LEADER 


Nesbitt Fruit Products, Inc. 
2946 East 11th Street, 
Los Angeles 23, California 


THE LARGEST SELLING 
BOTTLED ORANGE DRINK 
IN- AMERICA 














al 


0», day last spring Ed Fitz igreement gave him five offices in ; CANADA DRY 
gerald, president of the Canada Dry addition to his plar t, where chil : “BOTTLE CAPS 


. eo — 
Bottling Co. of St. Louis, was cast dren could register, get their free —5' 

a, 
; 


ing about for a promotional idea kites in return for six bottle caps, WIN VALUABLE PRIZES IN THE 
to maintain the sales momentum and get the contest rules. The pa CANADA DRY “FLY Hi” KITE FLYING CONTEST! 
= ——~" 


which had been developed during pers also promised front-page edi 
a special campaign that was then terial publicity every week, and help 
winding up. His young son chose in setting up the prizes 

that day to ask Dad to buy him a The hurrying began wt 


kite, thus providing the spark that gerald called a local manufacturer 





set in motion one of the fastest of kites and learned, somewhat t Cawabs BAY SOTTUMG COMPANY OF HY OS 


organized promotions ot record his surprise, that there was a sea &9S So g. 


; > led to buv 2,000 tes and to it Iving. an t S son : ; 

On EREES NO NY a as or kite flying, and the seasor The kite promotion received heavy 

advertising support, the Canada Dry 

| | | i : w ly in 
and twenty hours later all arrange was low, and there was no time for firm using several ads eekly 

: community newspapers having a 

ments had been made. printing a special Canada Dry kite combined circulation of over 200,000. 


One of Fitzgerald’s first. st Fitz squeezed out of that dilemma 


stage a city-wide kite-flying contest \ about over. Their inventory 





to arrange for co-sponsorship by ordering a quantity of adhesive More phone calls lined up a per- 


by a group of four weekly com strips bearing a large “Canada mit from the city to use city parks 


munity newspapers, in which h Dry” and pasting them onto stock 


for preliminary and final contests: 
would advertise tl Thi Kites agreement by the Army Air Forces 
to provide officers to serve as 
judges; and sports equipment for 


1Zes 


Advertising Support Aplenty 


Special ads were prepared through 
the parent Canada Dry company 
ind its agency, J. M. Mathes, Inc., 
to run as follows: a liberal sprink- 
ling of small teaser ads for the first 
week, saying only “Fly Hi with 
Canada Drv.” Then the big 1000- 
line ads broke in all four papers, 
yiving the details of the contest 

Store display pieces and posters 
had been quickly made up, and Fitz- 
Ed Fitzgerald. president of Canada Dry Bottling Co., of St. Louis, “master 


minded” the kite promotion. Here he’s shown giving bottles of Canada gerald carefully doled out, from his 
Dry to two contestants. - 





(Continued on page 84) 
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Put Your Own Bottles to Work in Our 


NEW CHOCOLATE BEVERAGE 
FRANCHISE PLAN 


¢ Get started with practically no investment! 


¢ Buy a sterilizer as you go, out of 
income from your Chocolate Business! 


You Can 

Start Bottling 
This Popular 
Sure Profit Drink 


THE Leader in 
Chocolate Drinks 


for over 25 Years 


For stability and sure-profits through 
normal times and slack periods as well, 
there is no other drink that can com- 
pare with chocolate. More and 
more bottlers every day are 
discovering this fact... and 

their first choice natur- 

ally is the chocolate 

drink that is nation- 

ally known and 

nationally pop- 

eler... 

KAYO. 


For full particulars 
write today to 


CHOCOLATE PRODUCTS CO. 


O'S. Weee sCOTT “STREET 


November, 1951 
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CLARK Service 


BY MEN wuo know BEST 


FROM YOUR MATERIALS HANDLING EQUIPMENT 


There are two fundamental reasons why CLARK fork-lift trucks, powered hand trucks 
and industrial towing tractors exceed user expectations: 


1. They are better-built—built for 2. Clark —and Clark alone—provides a complete, border- 
long years of usefulness, for easy to-border and coast-to-coast maintenance and repair 
maintenance and low-cost operation. service designed to keep your equipment on the job. 


Clark’s reliable service protects your investment by keeping your 
materials-handling equipment on the job at top operating capacity. 
This is_the priceless plus you get with every Clark purchase. 


fe3e 
‘ter Ge 


ict ae 
Lae 1 


SSssiad Cis 


= VN Asi3t 
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How Tro cive YOU tne 


What You Need When You Need It! 

You have no time for fooling around—-no stomach 
for “‘lip”’ “‘lick-and-promise”’ service in 
this day and age. Your machines must be kept rolling 
if you are to operate at a profit. Clark gives you ‘‘work- 
nothing less by skilled and genuinely 
You get what you need, when 


service, nor 


or-¢ lse”’ service 
interested mechanics 
you need it 

Every service station stocks genuine Clark’ parts. 
And behind these stations is Clark factory service 
which fills 98 of emergency orders in less than 48 
hours! We know of no other materials-handling service 
that can approach this record this program. 

Clark fork-lift trucks, powered hand trucks and 
industrial towing tractors solve your materials-handling 
problems. And Clark’s unrivalled service keeps ‘em 
rolling. Clark machines and 


beatable 


Clark service are an un- 
team that plays only for your profit: 


THESE MEN HEAD UP CLARK'S INCOMPARABLE SERVICE 


1 F p R 12—LYLE SCHMIDT 
ALBANY NEW YORK DAVENPORT, IOWA 
Industrial Truck Sales, Inc The All-Wheel Drive Company 

. i 3 N. MAHR 
BALTIMORE 2, MARYLAND DENVER 4, COLORADO 
3 ay Spring & Equipment ¢ Fork Lift Truck Service Company 
3—ED RONNING 14—CHARLE REE 
BIRMINGHAM, ALABAMA DETROIT 13, MICHIGAN 
*mM-H Equipment Company Industrial Truck Service, Inc. 
4—W R 15—MARTIN PETERS 
BOSTON, MASSACHUSETTS FARGO, NORTH DAKOTA 
“Brodie Industrial Trucks, Inc. *Sweeney Brothers Tractor Co, 
5 HN ACAN 16—HAROL HOAG 
BUFFALO, NEW YORK FRESNO, CALIFORNIA 
*Brodie Indust Truck *Robert H. Braun Company 
6 + ER 17 RALPH & - 
CHICAGO 21, ILLINOIS GRAND RAPIDS, MICHIGAN 
Lift Truck Service mpany Industrial Truck Service, Inc 
7 1AR MUMMES 18 A. H. VANHO 
CINCINNATI 9, OHIO GREENSBORO, NORTH CAROLINA 
Robert C. Young & Company *Industrial Truck Sales & Service Co, 
38 ME 19 
CLEVELAND 11, OHIO HARRISBURG, PENNSYLVANIA 
Aateria 


Handling Equipment Corp *Brodie Industrial Trucks, Inc 
Q 


20—GEORGE sATA 
HONOLULU, T. H. 
*Pressed Steel Car Company 


Q—FRED § 
COLUMBUS, OHIO 


*Edward J. Sherry Co. 


10—JiIMM ARK 21—HARRY DARE 

COLUMBIA, SOUTH CAROLINA HOUSTON 2, TEXAS 
M-H Equipment Company Industrial Truck Service Co, 
THOMA 
DALLAS, TEXAS 


industria k S 


R iA aa PAUL G. PILKINTON 
INDIANAPOLIS 5, INDIANA 
*W. A. Marschke & Sons, Inc, 


*Sales and Service 
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23-—€. T. MARKS 
JACKSONVILLE, FLORIDA 
Forsyth Garage 
24—IRL T. OLIVER 
KANSAS CITY 8, MISSOURI 
*Lift Truck Sales & Service, Inc. 
25—FAYE HIGGINS 
LOS ANGELES 22, CALIFORNIA 
*Robert H. Braun Company 
26 —C. L. WALDEN 
MIAMI, FLORIDA 
Waiden's Gorage 
27 —R. G. § HIGNANI 
MEMPHIS 3, TENNESSEE 
*Fred J. Vandemark Company 
28—WALTER REPINSK 
MILWAUKEE 10, WISCONSIN 


*Wisconsin Industrial Truck Co., Inc. 


29—EDWARD F. BALL 
MINNEAPOLIS 7, MINNESOTA 


*Material Handling Engineers, Inc. 


3O—HENRY BOUDRIAS 
MONTREAL 9, QUEBEC 
*J. H. Ryder Machinery Co., Reg 


31—JOHN D. LANKTON 
NEW HAVEN 15, CONNECTICUT 
*C. E. Reutter Corporation 
32—A. (ARCHIE) McGUFF 
NEW YORK 14, NEW YORK 


*Bond Industrial Maintenance Co.,|n 
33 F. (CHICK) CHIKAR 
NORFOLK, VIRGINIA 

*McLean Equipment, inc. 

34—H. V. CONNEY 
CAKLAND 3, CALIFORNIA 
*Glen L. Codman Company, Inc. 


Oo, 


35—LOUIS FRIEDBERGER 
PHILADELPHIA 44, PENNSYLVANIA 
Philadelphia Engine Rebuilders, Inc. 
36—LLOYD BROWN 
PHOENIX, ARIZONA 
*Robert H. Braun Company 
37 —JOHN VILSACK 
PITTSBURGH 33, PENNSYLVANIA 
*Material Handling, Inc. 
3 BOB TILLMAN 
ST. LOUIS, MISSOURI 
*Industrial Truck Service Inc, 
39—JACK B. YOUNG 
SEATTLE 1, WASHINGTON 
*Preston Faller Company 
40 RAY WILS( 
SIOUX FALLS, sourH DAKOTA 
*Stan Houston Equipment Co., Inc. 
41—BiLL TYE 
SOUTH BEND 14, INDIANA 
*Materials Handling Equipment Corp, 
42—1. W. ELLZEY 
TAMPA, FLORIDA 
J. B. Hardin Hardware, Inc. 
43—1. S. (JIM) WILLIAMS 
TOLEDO, OHIO 
*Kern Truck Sales, Inc. 
44-5. JENNER 
TORONTO 5, ONTARIO 
J. H. Ryder Machinery Co., Utd, 
45—J. G. McCRAY 
TULSA 3, OKLAHOMA 
Midwestern Engine and Equipment 
Company, Inc 
46—GORDON ROGERS 
VANCOUVER, B. 
*National Machinery Co., Ltd, 














INDUSTRIAL TRUCK DIVISION « CLARK EQUIPMENT COMPANY « BATTLE CREEK121, MICHIGAN 


Please send me the new “Time and Place Utility” issue of Material Handling News. 


1 
| 
. Nome 
| Firm Name 

| 


Street 


City__ 


ag ink: uot. AUTHORIZED CLARK INDUSTRIAL TRUCK PARTS AND SERVICE STATIONS IN STRATEGIC LOCATIONS 





Zone State 
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(Continued from page 80) % ; . his mother had been bombed out of 





their home at Aachen, had moved 
to another citv, and had come to 
| S. only four months before 
yntest. What’s more, kite-flying 
mly sport he could 
Accordingly, the 
- treatment” 
and tele 
but unex 

anada Dry 
counted his 
all over, he 
lecided to make the con 

Official contest judges were mem 

bers of the Army Air Forces, here test nN nnual even In public 
shown outlining rules and regula 


felt, it 
ions to sober-faced contestants. 





Alex W. Galaway 


W Galaway, issoclated 

Cherry Blossoms Mat 
st Louis for morte 
isa ales represel 


eptember ¢ Most 


it costs no more to use . our 


ACID-PROOF 
CARAMEL 
COLOR 


aranteed » be the finest Acid-Proof Caramel 
Color on the market, it is brilliantly clear, free 
flowing, and exceptionally strong. You take no 


Setting the Standard chances when you take advantage of our experi- 


ence and service. You are assured of quality and 
Since 1880 dependable performance, backed by 70 vears de- 


voted to the manufacture of fine Caramel Colors. 


SETHNESS PRODUCTS COMPANY 


1300 W. Division St., Chicago 22, Ill. ° 41-11 29th St., Long Island City 1, N. Y. 
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NOW in bottles 
America’s Fountain Favorite! 


NOW, for the first time, thirsty America can enjoy the favorite 


cola flavor cola plus lime—right from the bottle 


LIME COLA, based on the original Pemberton formula, is the 


greatest and most exciting new beverage to appear in this century 


AS TERRITORIES are opened a barrage of sales-making advertising 
- « . willappear— 24-sheet posters— Radio —Television 
° Newspapers — to launch this epoch-making 
S * newcomer in the beverage field. 
“Jee usat 


« ALREADY in three try-out markets, test adver 
* tising and sales campaigns have shown that sales 
* history is about to be made 


National Bottler's Convention 


Statler Hotel 


¢ LEARN MORE about this record-breaking new 

* * * * * bottled beverage, Lime Cola. Taste it! Hear the 

startling details of its already great success and why it is destined 
to become the fastest selling new beverage of the century 


BE SURE to visit the Lime Cola exhibit at the Statler Hotel in 
Washington, D.C. during the National Bottler’s Convention 
November 12 to 15 


FULL INFORMATION, a hearty hand shake and a cold bottle of 
Lime Cola await you. One taste will tell the story! 


LMLE INC. - CHATTANOOGA, TENN. 


November, 195] 





Records Can Save 
You Money! 


Records are the pictures of your business, and properly drawn 


and interpreted, may be worth thousands of dollars in savings. 


A ITARY in i ce officers 
nave found 


i at aerial photographs 
be one he best sources i 
nformation about 
would do we 


from their book 


lat an aerial photograph 
your plant would help you single 


the bottler’s foes —inefficiency, 


and pilferage. But there are 
tures of your business that are 
or should be--even more reveal 
ing of the enemies that attac k your 
profits 
Those pictures are your account 
ing records 
It has been said that a picture 
is worth a thousand words; you 
accounting records, properly drawn 
and interpreted, may be worth 
thousands of dollars in savings The 


experience of a New England bot 


} 


——~S | oe — 
\NVENTOR y—/ 
z 


Carrying too large an inventory has 
over-burdened many a bottler. Over 
stocking not only keeps the bottlers 
money from working; it also ties up 
valuable floor space. 
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ler illustrates how these p 
can mean money in the bank 

The manager of this plant 
will call him Myr 


certified public accountant to mod- 


srown—asked a 


fy 
I 


ify his accounting system to keep 
pace with expanded business. The 
CPA examined the plant’s records 

“Mr. Brown,” he said, “I see 
that you base your cost estimates 
on the results of a test rur 

“That's right,” was the answer, 
“we've always done that.” 

“According to my figures,” the 
accountant said, “that has thrown 
your estimates off by nearly twenty 
six thousand dollars in the last six 
months.’ 

The CPA pointed out that the 
test runs were generally made dur 
ing the busy season when the runs 
were much larger than at other 
times. Costs of labor and overhead 
per unit were commensuratels 
lower, and these figures, used as 
a basis for average unit cost, re 
sulted in an estimate far below 
the actual cost 

The incorrect estimate, used as 
a basis for determining Mr 
grown’s price, resulted in profits 
considerably lower than they should 
have been until the accountant 
spotted the leak 

A new system installed by the 
CPA provided for an accurate allo- 
cation of overhead for each unit 
plants, Mr 


3rown learned, should use an aver- 


produced Smaller 


age of the twelve-month period, 
which would take into account sea 


sonal fluctuations 


Bottles and Cases 


The control of bottle and case 





It's simple logic that when costs ex- 
ceed income, you're losing money. 
If this is your predicament, it’s time 
to start seeking ways and means of 
reducing your costs, as well as ways 
and means of boosting your income. 
Good records can help you in both 
respects. 





costs is one of the most important 
problems faced by the bottler. Even 
though more than half of the fixed 
assets may represent containers, 
the control of these items is grossly 
inadequate in many plants 

Surprisingly, there are still a few 
small plants which do not require 
bottle deposits. When the customer 
has no incentive to return the bot- 
tles, losses in this department can 
be huge 


A very strict accounting for bot- 
tles and cases is necessary to effi 
cient operation. One of the larger 
plants of a mid-west bottling com- 
pany lost a staggering $150,000 
in less than three years to em- 
ployees who collected return de- 
posits several times for the same 
containers. 

In this case, even though CPA’s 
statistics revealed the leak’s exist- 
ence, there were so many employees 
involved in the collusion that it was 
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“JEPHYRWELD''R WELDING FIT- 

TINGS . . SS Type 304-347-316— 

Inconel and other S$ analyses. Fabri- 

cated in 0.0. Pipe and Tube Size, '/, 

in. thru 24 in.—ells, tees, adapters, 
etc. Covered in Catalog 748 


RECESSED-END FITTINGS . . . Stain i 

less Type 304-347-316. Low cost, light . ; CLAMP-TYPE COMICAL FITTINGS . . . 

weight fittings for fast, simple sol- ae : requires only 1 simple ferrule, as- 

dering, brazing or socket welding as - . 3 sures leak-tight joints thru sanitary 

Sizes from > in. thru 24 in. Full . —s aa oe : Teflon gaskets. Fast, simple assem- 

ia al idhines fees, adopters, etc . ' 4 = bly ond disassembly. Full line in 
Covered in Catalog 948 fe . a gE i sizes from 1 in. thru 4 in, 


— 

CONICAL END FITTINGS . . . Stainless 
SANITARY TYPE FITTINGS Stain Type 316—Inconel and other SS an- 
less Steel and Tri-Alloy (Nickel Al alyses. Complete line, sizes from 1 
loy), from 1 in. they 4 in. 0.0., full in. thru 4 in. 0.0. Features: Light 
range of fitting types. Approved as weight—low cost—fast installation— 
meeting 3A Standards throughout, in- leak tight—easily adapted to other 
corporating exclusive design features. fitting types. Covered in Catalog 848 

Covered in Catalog 150-B. 


. 1. for the COMPLETE LINE* of 
LOW-COST CORROSION-RESISTANT PIPING 
...in-both Tube O.D. and Pipe .O.D. types 


Here you see five representative fitting types that go to 
make up the complete Tri-Clover line —all available from one 
source. Install these stainless steel or alloy products in your 
process lines and realize the advantages .of increased produc- 
tion and lower maintenance cost. 32 years of specialized expe- 
rience in solving corrosion piping problems can be yours by 
consulting our engineers. 


%ALL FROM | souece 
The COMPLETE Tri-Clover Line Includes: 


Flared ‘ube Fittings (Koncentrik) 

Tube 0.D. Buttweld Fittings (Zephyrweld) 
LP.S. 0.D. Sch. 5 and 10 Buttweld Fittings 
(Zephyrweid) 

LP.S. 0.0, Sch. 40 and 80 Buttweid Fittings 
Flanged Conical End Fittings (Tube 0.0.) — 
1” Through 4” 
Industrial Recessed End Fittings (Tube 0.0.) 
1” Through 10” 

Screwed and Flanged Valves (Powell) 
Special Fabricating Facilities 

3A Stendard Sanitary Fittings and Vaives 
(Stainless Stee! and Tri-Alley) 
All-Sanitary Magnetic Full-Flow Traps 
Centrifugal Pumps—Sanitary and Industrial 
Stainless Steel Tubing and Pipe—All Sizes 
and Analyses 


Write for details, or see your nearest Jobber 


TRIALLOY AND STAINLESS STEEL 
NiTaRy F GS. VALVES 
PUMPS, TUBING, SPECIALTIES 
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Distribution 


Costs 


Taxes can cause the bottler plenty 
»f headaches—but there is a likeli 
hood that he may be paying more 
taxes than necessary. Proper record 


keeping will help uncover possible 


tax leaks 





Internal Control 


DOOKS 


The ordering 


irbonic gas, franchi syru} 


othe j Sir there was 


neck l activities, he was 


positior repare dummy in- 


voices from a nonexistent company 


and forward them to the accounts 


payable section for payment at the 


iddress of a confederate 


In a period of seven months the 


checks amounted to $6,500 


The clerk was fired; most of the 
money was returned; and the CPA 
installed a system of internal con 
trol As you probably know, In- 
ternal control is a system of checks 
on the operations of all employees 
In this case, ordering and receiving 
were assigned to different clerks, 
and all other tasks involving the 
possibility of embezzlement were 
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Cubans know 
you can trust its quality 


From Havana to Santiago and in between or on 
beyond you'll find Coca-Cola an especial favorite of 
our Latin cousins in the Caribbean. And with good 
reason. You see, the Queen of the Antilles supplies great 
quantities of the goodness that goes into every bottle 
of Coke. Cubans know they can trust the quality of 


Coca-Cola. And so, of course, can you 





ormed ¢ 


Most employees 


are e 


nrofit 
profital 


from your records 


I tnese rs tne 


When compare 

other periods 
One of the most common causes of 
small business failure is an over 
load of accounts receivable. Conse 
quently. bottlers should maintain 
close control over the amount of 
credit extended to distributors or re 
tailers. 





ing money from 


ID floor 


( ad 
could ) lil ( la 


meren; 


Some times 


TocKII 
who recently 
IS Cay ital is 


vors was little 


woman who 


tory 


profitable 


PA tells of a bottlir 


because they’re — | 
th T nt 
it pried 


@ magnesium LIGHT ventory were worth slightly more 


the weight of compa- twice the insurance on then 
equipment. A child can lso, the bottler mentioned that a 


Magliner Hand Trucks : near lal 
which had burned the factory : 

; ‘ lle rT 

magnesium STRONG ; door the week before had alled for 

month af 

truction rated spread to his plant. He was j 

\mple strength for calling his insurance 


burdensome 


agent when | 
without 
. Bottler 
@ magnesium SAFE Credit saladcanl 
periodic 

ilance plus extreme light- 
reduce the px bility of hernia 


1 other lifting injurie closely controlled is the amount o value of sound accounting 


Another matter that should ords know the dollars-ar 


ALL PARTS ARE REPLACEABLE credit extended to distributors Those who have not in 


BEFORE YOU BUY ANY HAND TRUCK— retailers. One of the most common should remember, when 
Write Today For Bulletin HT-101 causes of small business failure ji an accountant, that they 
as bottlers 


Ver-load of accounts receivable 


credit policy, of course Varies service. Ane 


he type of organization, time 


= Wireline Deut 


Dept. K place and other factors. | 


th Sut the 


PINCONNING, MICHIGAN bottler who knows his credit-line 





Question: WHAT MAKES\THIS\-BOTTLE BETTER? 


Now examine the wedge-shaped con- 
_ Note the irregular distribution of glass : ‘ “Ww 
"jn the shoulders and sidewalls of this | struction of this WEDG-WALL 


Bottle — see how the sidewalls are 
7 oatinary beverage bottle. molded to provide extra strength. 


A. For one thing, the way it resists breakage ... the result 
of Thatcher’s outstanding SHOULDER & SIDEWALL design! 


With Wedg-Wall Bottles, the glass in the shoulders and sidewalls 
is carefully distributed so that it reinforces that part of the bottle 
receiving the greatest abuse. This special wedge-shaped construction 


produces a far stronger bottle — means you get extra trippage when 
you use Thatcher Wedg-Walls. 


Your nearby representative will be glad to show you the advantages 
which only Wedg-Walls offer. Contact him today — or write, wire or 
Fhroher Thatcher Glass Manufacturing Co., Inc., Elmira, N.Y. 


WEG _— = 


qe Factories: Elmira, N.Y., Streator, Ull., Lawrenceburg, Ind 


& howe Ze iA, bottler Sales Offices BOSTON BUFFALO CHICAGO 


CINCINNAT! §=—- DETROIT LOUISVILLE 
*T.M. Ap 


WEW YORK PHILADELPHIA ROCHESTER, WY ST. LOUIS ST PAUL WASHINGTON DC 
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Why has the LADEWIG BOTTLE 
IN SO SHORT A TIME? 
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Ladewig Washers are in successful operation 
from coast to coast. Complete list sent on re- 
vest 


"ian maiemens od 








Here are 3 convincing reasons Ladewig Bottle Washers have gone so far 


MANILA, P — not only geographically, but in sizes and capacities to match the speed - 
BANGKOK .) of the largest capacity fillers built. 


1. Don’t let anyone tell you the Ladewig Washer is an “untried” ma- 
chine just because the manufacture of newer models was begun in 
recent years. It is the TRULY MODERN WASHER perfected by men 
with more than 96 combined years of service in the bottle washer in- 
dustry. The present company enjoys the heritage of the engineering 
skill passed along from the days of the Ladewig & Stock Company 
— inventors of air-and-water type washers a generation ago. 


2. The Ladewig Washer is the RADICALLY DIFFERENT, RADICALLY BET- 
TER bottle washer. Its compact, advanced design . . . simplified en- 
gineering . . . and extra rugged construction assure many years of 
dependable operation with reduced operating and maintenance costs. 
EQUALLY IMPORTANT — MODELS ARE AVAILABLE IN A WIDE RANGE 
OF CAPACITIES — AS HIGH AS 350 BOTTLES PER MINUTE WITH THE 
BIG 28-WIDE MACHINE! 


3. By its remarkable record of MORE and CLEANER bottles per hour, per 
dollar . . . and its outstanding record of PROVED TROUBLE-FREE PER- 
FORMANCE through years of severest operating conditions, the Lade- 
wig Washer has EARNED recognition among leading bottlers of the 
world as the most efficient bottle washing machine the industry has 
ever known. That’s why your next bottle washer should bear the 

name — “LADEWIG”. 


ARCHIE LADEWIG CO. 
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WASHER GONE SO FAR 


Larger Models with Greater Capacities 
Gaining Popularity the World Over/ 


AE 


OR. ONTARIO 





NORTH BAY, ONTARIO 


LACHUTE, OSHAWA, ONTARIO 
QUEBEC pia 


HAMILTON, BERMUDA a e 
° 


CASABLANCA, MOROCCO §&q 


HAVANA, CUBA P . @ 
-— « { SAN JUAN, PUERTO RICO DORK EGYPT 
D>oo REY, PUERTO RICO 
ao 


ee 
ISMAILA, EGYPT 
4 


@ GUADALOUPE, FW 
e 


CARACAS, VENEZUELA 2 
7 lLadewig Weehere in ~ 
“~A se 'e @ VALENCIA, VENEZUELA 


MARACAIBO, VENEZUELA BARQUISIMETO, VENEZUELA 


- 
CUIDAD BOLIVAR, VENEZUELA 


CHICLAYO, PERU (@ 


LA PAZ, BOLIVIA @ 


BELO HORIZONTE, BRAZIL 


a 
SoA w0 de JANEIRO, BRAZIL 


BAURU, BRAZIL 


@ MONTEVIDEO, URUGUAY 
3 Ladewig Wosher 


At right is shown a 24-wide Ladewig Washer. Also available in 
the larger 28-wide model, os well as 16, 12, 8, and 6-wide sizes 
Wide range of capacities from 350 down to 60 bottles per 
minute. Fully illustrated book with complete information sent to 
recognized bottlers on request. Write for your copy NOW! 


WAUKESHA, 
WISCONSIN, U.S.A. 





Iowa Price Boosts Successful, 
State Convention Hears 


{ : » 
I n ‘ I on I aie survey observes 


sweet 


Waterloo, 1 pl 
, i rup unmixed Was contained 
f the association, d Free | 
: ! Wartil It drinks of 
Mitchell, Sever 
Moines, Was 
Mr. Kimball 


reassure) 


Orange-Crush Franchise 
Corn Sweetener Consumption Up Granted in Hawaii 


—But Not In Beverage Industry 


Bottler, Newspaper Join Hands 


In Youth Market Promotion 


iccomplisnments 


received 


promotion has receiy 
reports trom ipport trom tl amilies ot 
rv concerning members and promises 
ntages and disadvantages 


sweeteners 








Another successful 


Paris Coca-Cola Bottling Company, Paris, Texas, like many 
other successful bottlers enjoys the profit producing combination 
of a Meyer DUMORE Bottle Cleaner and a Meyer SYN-CRO-MIX 
beverage Filling System. Water flooded brush scrubbing of each 
bottle in the Meyer DUMORE Bottle Cleaner along with efficient 
operation in the SYN-CRO-MIX system assures controlled Quality 
and production of a uniform high standard product. 


The Meyer Dumore Filler is outstanding in simplicity of de- 
sign and operation, with capacities nearly double those of present 
accepted conventional filling methods. This makes for highest 
available production per man hour, with the lowest labor cost 
pet case. 

The Meyer Dumore Filling Valve is amazingly simple in con- 
struction containing fewer working parts, with no long tubes, 
hidden recesses, elbows or corners to hamper its high speed, 


trouble free operation. The advanced design of this outstanding 


valve affords minimum agitation in the filling process. 


Ease of cleaning and sterilizing the complete system is another 
of the many advantages found in Mever built equipment. 


Your inquiries are invited and to get 


complete details write for bulletin 


he 


Paris Coca-Cola Bottling Company, Paris, Texas, 
illustrated above, has in use a 5 compartment, 
16 bottle wide Meyer DUMORE Bottie Cleaner. 
A 24-8 Meyer Dumore SYN-CRO-MIX Filling unit 
with a rated capacity of 160-180 Bottles per 
minute. 


Paris Coca-Cola Bottling Company, Paris, Texas, 
has been a user of Meyer Bottling Equipment 
since 1917. 


Their Repeat Orders are the Surest Evidence 
of Satisfaction. 


You are cordially invited to visit us 
at Booth 503-601 A. B. C. B. National 
Beverage Exposition in Washington, 
D. C., November 12-15. 


an 
QD, << GEO. J. MEYER MANUFACTURING CO. 
NG to CUDAHY, WISCONSIN, U.S.A. 
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Hundreds of bottlers 


Save manpower... 


Save money... 


with the RCA Uncaser and Washer Loader 


1. SAVES MANPOWER 
REQUIREMENTS 
You save scarce and costly labor with 
the RCA Uncaser and Washer Loader 
...even in plants using only one man 
to load the washer. In plants where 
three men are used to feed the 
washer, the time of two men (and 
most of the time of the third man) 


can be used for other jobs 


2. DRASTICALLY REDUCES 
BOTTLE DAMAGE 
Bottle fingers gently remove bottles 
from the cases and move them into 
the washer magazine. Manval load- 
ing often results in broken bottles, 
chipped bases and excessive scuffing 
Bottlers report as many as 15 Cases 
use of 


RCA Uncaser and Washer Loader. 


of bottles saved per day by 


3. UNLOADS BOTTLES 
FROM CASES WITH CARTONS 
Here even more manpower is saved. 
With cases containing carry-home 
cartons, more men are almost always 
used to load the washer. The RCA 
Uncaser does this work without that 
additional manpower. It is not nec- 
essary to have extra men available 


and money is saved. 


4. INCREASES PRODUCTIVITY 
OF WORKERS 
Changes slow costly manual methods 
to efficient automatic methods. Saves 
hundreds of cut fingers and hands 
and resultant lost time. Employees 
ire happier and more productive. 
Few er stoppages occur and more 
bottles are filled per day without in- 


crease in filler speed. 


5. FITS ALL SIZES 
OF MAGAZINE WASHERS 
Provides a fully automatic case un- 
loading and washer loading system 
from 
8-bottles wide up to 32-bottles wide, 


for magazine type washers 
regardless of production speed of 
washer or type of installation. It’s a 
production booster for plants of all 


sizes—large, medium or small. 

6. INCREASES PROFIT MARGINS 
Plant efficiency goes up . . . costs 
come down... profit margins in- 


RCA 


Uncaser and Washer Loaders in your 


crease — when you install 
bottling plant. 152 machines in 125 
bottling plants are convincing proof 
that this equipment is a profit-wise 


business investment. 


Let RCA application engineers work with you so that you, too, can gain the advantages of 


BEVERAGE EQUIPMENT SECTION 


RADIC CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT, CAMDEN. WN.J. 


In Canada 


RCA VICTOR Company Limited, Montreal 


using the Uncaser and Washer Loader in your bottling plant. Write to Dept. 81 Ww. 
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Wood as sales manage} 


ARIZONA 


is company president 
Ventura, re Druehl has been made vice-presi 


acious new lent and general manager of At 
quarters ¢ ve Street rowhead and Puritas Waters, Inc 
H M Bruce has been made sales os Angeles Mark Bach has 
manayer of the Coca-Cola Bottling 1a formal statement to indicate 


now owner of the Kist 


1 Mar having been for several vears wi Co., Vallejo In order 


nd 
the Coca-Cola plant in trans-Bay bett serve the rapidly growing 


Ernestit Company of San Francisco, aft 


Calso Water Co.. San ‘ erritory, the Pe psi-¢ ola 


( ompany Oakland 
Roval Francisco, has of Santa Rosa has 


Ark 





53 “ 
“ owe Oe | 
reece j 


| 
bin) CANADA DRY [a 


ssion Bottling ‘ = 
. = vo aad oy 


constructior 


Redding Coca- 





xpected to be 
ready for occupancy by the first of 
1952, according te Kriegsmat 


Jr., vice-president \ 6,000-square 


CANADA DRY BOTTLERS 
( ADD SECOND FRANCHISE 


completed approximately a yeat Carl Weber and Ivan A. Fraver, at 
will be connected to and will right. owners of the Canada Dry 
Bottling Co. of Reading, Pa., have 

1.700 square feet recently purchased the Canada Dry 

Bottling Co. of Hartford. Conn.., 

area, bot above, formerly a pilot plant of the 
the building parent company. Mr. Weber will re 
main in charge of the Reading plant. 

while Mr. Fraver will’ manage the 


Hartford operation. 


rt concrete garage, 


reintorced 


ntegral part of the new plant 


8,800 square 
rehouse sp: 


> o00 sq 


4 
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porated 


ST50,.0000 by 


me 


the Seven-Up Bottling Company of celebrating its 24th anniversary 
Des Moines, was announced re- H. L. Sledge is owne? . Wallace, 
cently. The Des Moines Seven-Up Francis and L. O. Foy, operators 
development is one of a number of ot plants in Clarksdale — and 
Maher operations Charleston, Mississippi, report they 
now bottling O-So Beverages in 

KANSAS h 10-0z. all-purpose bottle and 
Coca-Cola Bottling Co. of Wichita in the family-size non-returnable 
has purchased a tract of land neat bottle The Clarksdale plant is 
Kingman, Kansas, on which it in equipped \ a 28-spout Cem 


¢ 


ends to construct a warehoust bottling line, while the Charleston 
Construction 1s expected to begu plant operat: 12 spout equipment 
ortly 
MONTANA 
KENTUCKY 


{I 
Royal Crown Bottling Company ment has been installed by the Nehi 


New water conditioning equip 
t , iW? \ | 1 “} or ’ ve » y 

of Paintsville is now being managec Bottling Company, Billings. Equip 
hy < ] ire } 

vy Earl Amburgey ment includes a complete Western 


Filter Company chemical treating 


MAINE 


An Orange ish franchise has an ¢ larg apacits 


plant, two sand and gravel filters 
activated 
recently been granted to Butterfield ‘bon purifier, and Quik-Kle« 
Bottling Company, Inc. at Great 
Works F. A Ryder, sales Manage} 
irent Orange-Crush Com 
reports that the 


the bottling of 


Crush and Old Color s ling ( ) “al Ity, Nebr., 


by 
and Jack Mitchell 
trom Johr 


ownel 


Companies Floyd A. Sh 
Bostor n Manchester New eral manage? 
Hampshi as general sales mar tinue 


yer ownershly 


MINNESOTA OHIO 


Park Rapids Bottling Co., Park R. T. Baill has been promoted 
Rapids, has been sold by Frank Nei from sales supervisor to sales man 
G. Jenkins age! f the Vernor’s Ginger Ale 


operation in Toledo M) 


MISSISSIPPI Mrs. H 


Nehi Bottling Co., Cleveland, i operators Nehi Bottling 


Luikart, owners 





NEW DOUBLE-COLA BOTTLERS 


Owners of four recently-franchised Double-Cola bottling plants are pic 
tured above. Left to right: Roy L. Vigus, Nesbitt Bottling Co., McPherson 
Kans.; Russell Harold, Westmoreland Bottling Co., Greensburg. Pa.; 
H. L. Abbott, Grapette Bottling Co., Monroe, La., and R. S. Hart. Grapette 
Bottling Co., Vinita, Oklahoma. 
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WASHINGTON, D. C. {Special} 


Mission 1952 promotion plans, biggest in 
history, are to be revealed at the A. B.C. B. 
Convention, Washington, D.C., November 
12th-15th. Plans are of such an explosive 
nature that convention delegates are cau- 
tioned to approach the Mission booth with 
Geiger counter. 
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pany, Ravenna, recently completed 
installation of new equipment. This 
included a Cem 20, &-wide Liquid 
Hydro type washer, Keenline mixer, 
Evans heater and Mojonnier Carbo 


Cooler 


OKLAHOMA 
Warren Nichols has beet 


supervisor bv the Seven-l p 


made a 
route 
Sottling Company of Chickasha, it 
unced by Wilbur I) 


ownel L. G 


has been anno 


Fudge 


Beard has 


purchased the Royal Crown Bot- 
tling Company of Ardmore. J. C 
Morgan is manager of the plant 

Mission Orange Bottling Com- 
pany of Oklahoma City has added 
a new truck to its delivery fleet 


PENNSYLVANIA 


Two sales promotions have 


been 
announced by the Coca-Cola Bot- 
William 


has been named sales 


tling Co. of Pennsylvania 
E. Poole, J1 


manager of the Pittsburgh plant, 





| 
PERHAPS 


YOU'VE HEARD... 


the industry talking about the Bureau's newest 


' 
Lal 
way. 


some time." 





helpful services—Trade Clearance Reports and 
Weekly Pool of Adverse Credit Experiences. 


Don't take your information second hand. Ask 
us for the full, accurate explanation with no ob- 
ligation. You can read it in 6 minutes. 


Really helpful? You bet. Members say... 


'. . . fresh and vital information we need so 
much, and it could be obtained in no other 


... most valuable addition (to Bureau service) 
that could be made." 


"We've hoped for a service of this kind for 


',.. so useful credit-wise and budget-wise ..." 


DON'T WAIT. TIME COSTS YOU MONEY! 








FURNISHING A NATIONAL CREDIT AND COLLEC.- 


TION SERVICE 


FOR THE BEVERAGE INDUSTRY‘ 


UNITED BUILDING - + + LOUISVILLE 2, KENTUCKY 


MEMBERSHIP 
EMBLEM 








TV BOOSTER 


Joseph Sapperstein, Mason's Root 
Beer bottler in Cincinnati. looks se 
rious as he checks sales figures... 
but he should be all smiles. For a 
television program which he spon 
sors has reportedly helped sky 
rocket Mason's sales in the market. 





Bachmar 


nd Theodore F 


appointed sales manag 
Bethlehem operatior 
tling Company, Unior 

cently installed complete 

including a Cem 2% filler at 


a Millet 


Mission Orange 


ment, 
Hydro bottle washer 
Bottling Company 
Maurice 


Lyor s, has 


at Reading, owned by 


Goldberg and Robert 
made a. large 


provements slit 


year. Three Burns filling 


ind an &-wide Heil washer are now 
iy operated \ Pott 


. . 
Ray held 


bel 
chemical Water-t 
latest 
Nehi 
avVeOtil 


at McKee sport 


plant is the equipment 


tion to tne 


installed a Keenlir 
Joe and Andy ( 

of the Mission Orang 

Company at Washington, 

vania, have purchased anot} 

tling plant in that area wl 

facing bankruptcy. The acquisition 

included equipment, two trucks and 


a large number of bottles and cases 


RHODE ISLAND 
Mr. & Mrs 


recently pure hased the outstanding 
stock in Batchelor’s Bottling Works 
Inc., Woonsocket New 


the corporation, which was found 


Chester K Roberts 


officers of 
more than seventy vears ago ; 


Chester K. Roberts, president 


Herbert R. Wetzel, vi 
president, and Mrs. Louis C. Rob 


treasurer ; 


t 


erts, secretary 
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TENNESSEE 
H. E. Ballentine and R. A. (Moe 
| 1¢© Nesbitt Bot- 
tanooga. have ac- 
ie Old Fashion Root 
Seven-Up Bot 
of Bristol recently 
juarters at 1406 West 
‘he new plant 
f brick and steel, will 
a more efhcient operation 
development also has 
iquired new equipment, including 
120 case D & L washer and two 
Dixie Automatic Fillers. Owners 
lant are Mr. and Mrs. W. R 
McCoy is also general man 
the oper ” An ex 
franchise to bottle and dis 
B-1 Lemon-Lime in the 
itory has been 
The initial 
1 introductory adver- 


now under was 


lure Toot garage 

construction for the 

the Dallas Coca 

o., C. J. McNamara, 

neral manager, has 

plant also” will 

n additional bottling 

r to Mr. McNamara 

Pepsi-Cola Bottling Co., Corpus 
Christi, has been sold by Barney 


Cott to Milton Bach. The sale in 





INCENTIVE FOR KIDS 


Free 7-Up, provided by the Seven-Up 
Bottling Co. of Pottsville, Pa.. was 
an added incentive at a party given 
on National Children’s Day by Pom- 
eroy's, a local department store. 
Here a portion of the gathering is 
shown at the “Fresh-Up Center” in 
the store. 
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it’s a FLAVOREX fact: 


The real thing 
best! 


sells 


REAL fruit flavors for your brand— 


3AIN public demand and 
repeat profits. Give folks 
the real thing in your Black 
Cherry and Black Rasp- 
berry beverages. Made 
with FLAVOREX real 
fruit flavors, your drinks 
are better—much better. 


Way its made—makes it better 


Only the plump, finer 
fruits enter FLAVOREX 
“‘quality controlled”’ plant. 


Scientifically processed, 
FLAVOREX fruit flavors 
have all the coveted sweet 
freshness of the harvested 
fruit. Its the real thing for 
your trade. 

Taste-test it yourself. 
Write for generous samples 
of syrup—ready to bottle 

. or place trial order for 
Black Cherry and Black 
Raspberry. Stock crowns 
available. Prompt delivery. 


For the real thing in Loganberry, Blackberry, 


Strawberry and Fruit Punch, get it from — 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S$ CENTRAL AVE., BALTIMORE 2, MD. 








HANDSOME QUONSET . 


This modern, handsome quonset structure houses the Seven-Up Bottling 
Company of Green Bay. Wis. The building. occupied this summer, is 
owned by Philip B. Potter. Equipment in the plant includes a 90-case 
per-hour Liquid Red Diamond filler, D & L washer, Liquid carbonator 
Permulit water treating plant and Lomax siainless steel syrup room 
equipment. 





© just Wonderful 


7 to take Home 


READY FOR FALL BUSINESS 

The Double-Cola Bottling Co. of Chattanooga. Tenn., has completed the 
fall re-paints of all their large roadside bulletins along the main high 
ways entering the city. This sign features the new slogan, “Just Wonder 
ful to Take Home. 





LARGE AND MODERN 


One of the largest and most modernly-equipped plants on the West 
Coast is Glaser Beverages, Inc., of Seattle, Wash. Firm operates twenty 
eight trucks out of Seattle, and also has a warehouse branch in Tacoma 
operating nine trucks and a plant in Olympia operating three trucks. 
The Seattle plant is equipped with a 12-wide Heil washer, a 12-wide 
Ladewig washer, a 50-spout CEM. a Western water treating unit. a 
liquid sugar operation and an automatic case packer. Its Olympia plant 
features a D & L washer and a Liquid 12-spout unit. Its franchise products 
are Seven-Up. Pepsi-Cola. and Mason's Root Beer. 





the various bottling fran 
held by Cott and the equip 
housed in the plant. Forme) 
plans to take over the 
department of the Cott 

Corp. of New Haven, 

\ B-1 Lemon-Lime fran 

for the Waco, Texas territory 

s recently been issued to Messrs 


BE. W. Schroeder and Arnold Miller 


VERMONT 


been added to 
the Mission 
at Brattleboro 
is headed by Charles 
Mayr 


VIRGINIA 


l 


ling Company of 
Virginia, Inc., at Win 


ith authorized maximum 


stock of $15,000, has been 
ed to deal in soda water and 
carbonated beverages. Pannil 


til Is president ol the concer! 


WASHINGTON 


Co., Wenat 
franchise for 

Old) Fashioned 
Coca-Cola Bottling 
vas added a Mille? 


macker » the plant 


WEST VIRGINIA 


New production equipment was 
recently installed by Nehi Bottling 
Company, Williamson. Paul Smith 
is manage Joseph Eros, Jr 
has been named vice-president and 
manayel ot the Loyan Cor a-Cola 
Bottling Works, Inc., and Robert H 

las been made assistant man 
in charge of sales and adver- 
Mr. Eros is the son of Joseph 
Sr., who is secretary, treas 
and manager of the saton 


La.) Coca-Cola Bottling Co 


WISCONSIN 


laude Attaway is the new sales 
aver for the Tru-Ade Bottling 


if Madison, Wisconsin 
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of a series of newspaper advertisements 


now appearing in Tru-Ade markets 


TRU-ADE, INC. 
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LIFT THE ABCB CUP BAN! 


Editor's Note—At the 1919 ABCB Exposi- 
tion, a “fine print” rule was invoked which, 
in effect, prohibits the display of cup vendors. 
This not only bars participation by manufac- 
turers of this type of equipment, but pro- 
hibits displays by parent companies whose 
bottlers are successfully utilizing the ma- 
chines. An editorial in the Sept. 1919 VBG, 
titled “Issue — Product or Container?” 
pointed out that the ban was unrealistic, par- 
ticularly in the light of the use of this sales 
tool by bottlees to increase soft drink avail- 
ability and impulse purchases. Since that 
time, the ABCB Executive Board has stub- 
bornly clung to its ruling, despite the facet that 
most of its members will privately concede 
that the move represents an ostrich-like atti- 
tude. Bottler use of cup equipment has con- 
tinued to increase, and it is recognized as a 
means of building “plus” volume for soft 
drinks. In 1919 and 1950, bottlers and sup- 
pliers asked NBG why no cup vendors were 
on display at the Expositions. This year we 
suggest they ask ABCB. Its time a mistake 


was rectified. 











from its 

NAMA Convention ic) setting aside 
Program al “days” during its an 
nual convention for specific 

t th 


vended products, 


104 


e National Automatic Merchan- 


VENDOR AND COOLER NEWS 


@ PLACEMENT 

e FINANCING 

@ MERCHANDISING 
@ MARKETS 

e COSTS 

@ SERVICING 


@ NEW MODELS 


dising Assn. (NAMA) has scheduled general interest 


sessions for s meeting this month. Confab, 

held at the Cleveland Public Auditorium Nov. 12-15 
has programmed 4 daily topics: “Progress In Auto 
“Salesmanship & New Markets 


including a speaker from the beverage field), “Bette 


matic Merchandising” 


Business for Operators” (which will cover sanitation 
in drink vending), and “Operating Economics In At 
Inflationary Period’. Both cup and bottle soft drink 
vendor manufacturers will show their latest equip 
ment hile many of the major parent companies will 

\ 


also be exhibiting. Featured speaker will 


John J. Sy é D)., Ala 


Senato 
chairmar the Senate 


Committee all Business 


A new way of introducing 
Hupp TV Bow a vendor to the publi was 

tried by Pepsi-Cola on a re 

cent Faye Emerson TV\ 
show. Commercial sequence, set in a motion picture 
house, starred the new Hupp (Cleveland) motorless 
cup machine described in the Mar. “Cooler Corner.” 
Announcement stressed the foresight of cinema owners 
in using automatic merchandisers to make refresh 


ments conveniently available for movie-goers’ comfort 


\ coin shortage, beginning 
— to be felt in some parts of 

the country, has been prov 

ing a nuisance to bottlers 
where odd-penny vending prices are in effect. In the 
wake of the post-Korean inflation, odd-cent pricing has 
become more common in U. S. economy, hiking the 


demand for small coins; while an increasing number of 
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NEWS ITEM: 


COLE-SPA Three Flavor Cup Drink Dispensers are 
gradually replacing bottle dispensers on all 
choice locations. 


Reason for the switch is that COLE-SPAs actually 
double profits per drink sold. And they sell more 
drinks, too. 


FORECAST: 


Sooner or later, either to protect your invest- 
ment and/or to build for the future, you'll 
operate many COLE-SPA cup dispensers. 











SUGGESTION: 


_ Before you invest a penny in other equipment, 
investigate this remarkable unit and see what 
it can do for you. 


COLE-SPAs ARE NOW 
BEING OPERATED BY 
We have a ton of evidence for you... not only about FRANCHISED BOTTLERS 
the easy-to-operate Cole-Spa itself, or its economic OF THESE AND OTHER 
advantages over a bottle-dispensing operation . . . but BEVERAGES: 

about the very agreeable finance plan that makes it Canada Dry Nehi 
easy for you to own Cole-Spas. And much of the Coca Cola Pepsi Cola 


evidence comes from bottlers — large and small — Dad's Root Beer Royal Crown 
Dr. Pepper Squirt 
Double Cola Vernor’s 
Hires Root Beer 


who have already made the switch. 





Write, wire or phone for details today. 


elo} § a) cojo} ites wiee) i ife) 7 vale), | 


World's Largest Manufacturer of Cup Drink Dispensers 


Iixecutive Offices: 39 South LaSalle St.. Chicago 3, Ill Offices in all principle cities 
In Canada: Cole Products Canada Ltd., Toronto. 
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titled “Refreshment At Schools.” Thus far 


, 
plants have been successful in selling 


if outlet. either through over-the-counter facilities in 


lunchrooms, etc. or via the vendor, and Coca-Cola ac- 
w include over 5,700 junior and senior highs 
liciting this t of location, the “profit for the 


I” theme a ; be the most successful cul 


approach, as many schools are in need of revenue 
for extracurricular activities, and the authorities are 
showing an increasing interest in methods that will 


provide a new source for funds Other presentations 


ised by Coke bottlers center around “service,” “thé 
rest period value,” “prod et q lalities,” and “parental 


approval.” Bottlers cultivating school business are 


iware that the soft drink tas and buying habits of 


today’s students foreshadow tomorrow's home 


backbone of the beverage 


il locale NBG 


SUPERSALES IN SUPERMARKET 
During its first 10 days of operation in a Chattanooga. 
Tenn. supermarket. this 3-flavor ColeSpa (Chicago) ; perennial plan to pu 
cup vendor dispensed better than 4,100 drinks. Pulling 
on-premises “extra’’ patronage from thirsty shoppers - 3: “1 
for the outlet, the ColeSpa provides “paid sampling Riding The Rails aboard trains, a means 
and promotes take-home sales of bottled beverages. 


iutomati rchandisers 


supplementing dining 





car and “butcher” refreshmet vice, reached reality 
recently when the 
coin-actuated buffet, utilizing Rowe Cory 


York Washing 


ne major 


Dprot 
appropria 


vided riders 
sandwich, 
pensers, 


chocolate drink and 


metropolitan 
Navy Takes Vendors uns : , : may find an “extra” 
Aboard Navy’ ating Post Office “Canteens” 


mitted to operate “canteens” 
workers, m: 1 a cooperative 
sentative g of employees unde? 


Vision and ntre local postmaster. Comment 





omatic Products, N. ¥ 
and single and dual : . 
Ship's Store “ = NEW COKE COIN 
a: ER 
77 On location at the Poff 
Buick Co. in Fresno 
Cal. is the VMC-139 
latest addition to the 
line of bottle vendors 
the 33 million students 4 produced by the Ven 
# . é dorlator Mig. Co. A 
enrolled in’ the nation’s lever-actuated model in 
corporating a manual 
f coin changer. this ma- 
ior highs if chine holds 139 Cokes 
seyment » in its carrier and util 
: j izes an adjustable pre 
las furnished cool feature. 


Selling School Sites 


schools, about 2 attend 


sales brochure 











Every month 
more and more 
bottlers choose 


DOUBLE-COLA 


Double-Cola’s quality is outstanding. We'll be glad 
to send you two sample bottles. Taste it! Com- 
pare it with any other Cola drink on the market. 


Double-Cola’s record speaks for itself with a 
line-up of successful bottlers, many having 
bottled Double-Cola for thirteen years or longer. 


Double-Cola’s parent company knows the 
bottling business from actual bottling experi- 
ence of more than thirty years. 


Double-Cola is in the BIG percentage bracket 
.-. approximately 72% ofall soft drinks sold to 
the consuming American public are Cola drinks. 


Double-Cola can be bottled in either 10-ounce 
bottles or 12-ounce bottles. 


Double-Cola is backed by a genuine cooperative 
advertising program that supplies the bottler 
eye-appealing, buy-appealing, sales-producing 
advertising. 


Double-Cola is a good investment. Ask the small 

’ bottler who sells only 1000 cases a week. Ask the 
large bottler who bottles 750,000 to 1,000,000 
cases a year. 


DOUBLE-COLA COMPANY 


HATTAN A « 
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with the Oakite Steam-Gun. 
it cuts cleaning time in-half! 


E CUT equipment cleaning time from 
36 hours to 3.” ‘We stripped 6 coats of 


paint from washer and filler in 36 hours.” 














These are three typical reports from bottlers 
who use the Oakite 384 Gun, the instrument 
that cleans and rinses at the twist of a valve. 
Combines heat, force, powerful detergent to 
remove all soils, no matter how heavy or how 


hard to get at. Eliminates handbrushing, 





scraping, scrubbing. 





SAVES 9 WAYS! The 
Oakite 384 Gun can’t be 
beat for cleaning conveyors; 
filling, capping, and sealing 
equipment; loaders; floors. 
Tops for fleet maintenance 
and paint stripping, too. 


FREE Booklet F4176 tells all 
about Oakite Steam-Detergent 
Cleaning—about Oakite meth- 
ods for complete plant sanita- 
tion. Write Oakite Products, 
Inc., 20C Thames St., New York 
6, New York. 


_qyanizte INDUSTRIAL Clean 


OAKITE 


ct 
Te av! 
Flats . mernoos * ** 


Technical Service Representatives in Principal Cities of U. S. & Canada 
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ing on such set-ups to the “Cooler Corner”, Asst. Post- 
master General Joseph J. Lawler pointed out that can 
teens function only in post offices located in the largest 
sites, and noted: “These facilities are operated so that 
the proceeds will be sufficient to meet all obligations 
and allow for a reasonable surplus profit for a fixed 
reserve.” To supplement the cafeteria and to provide 
service at hours when the attended facilities are closed, 
vendors may be utilized In the Chicago postoffice, for 
example, the local canteen has purchased several drink 


machines outright for that purpose 


The streamlined stainless 


; ‘ steel roadside diner of to 
Coolers For Diners 


day is a far cry trom the 

old converted train car, and 
it’s a site that the average bottler might look into as 
a cooler locale. (Some of the more elaborate double-ciat 
inits, which can seat 100 persons, sell for $100,000 
About 6,000 of these diners are scattered around the 
country, and they’re patronized by an estimated 2,400, 
O00 customers daily. Most of the diners were built 
without kitchens, as they’re equipped locally after the 
unit has been shipped to its destination. (Because a 
diner is movable, it is classed as personal property and 
not real estate, and is taxed accordingly Like any 
eating place, a diner that has purchased a beverage 
cooler will stock and push soft drinks, building extra 


volume for the bottler 


A preview of refreshment 
sales in indoor’ movie 
Cinema Sales Up 
houses currently being su) 
veyed by “Box Office’, an 
exhibitor trade journal, shows a trend of rising soft 
drink sales. While this publication’s check last yea) 
showed about half the country’s cinemas handling bev 
erages, this figure will probably jump to 65 for 


1951. Nine out of 10 of the large theatres now dis 





PLANE PLUG 
As a publicity promotion for its line of vendors, the 
Ideal Dispenser Co. (Bloomington, Ill.) sponsored Plane 
No. 52. named “Selectively Yours” in the “Powder 
Puff Derby” event of the National Air Races. At stops 
along the route from Santa Ana. Cal., to Detroit. 
spectators spotted Ideal’s ad on the plane. 
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pense thirst-quenchers, as do 80¢; of the intermediate 
seaters, while the greatest gain in the field is expected 


{ 
} 


rom theatres with less than 500 seats. Carbonated 


beverages outsell “still” drinks, and there is an “in- 
gy preference” for cup vending machines, with 
bottled product enjoying its greatest volume in the 
ll cinemas. Preliminary sales figures indicate that 
very 100 moviegoers, 63 purchase some refresh- 
while the average snack sale per theatre 
amounts to 8.6 cents. This means that 21 ot 
ombined ticket and refreshment gross of indoor 
is derived from the “second box office’’—re- 


mMaiusiny 


Centering its automatic 
merchandising program 
around selective Ideal 
Bloomington, Ill.) equip 
Seven-Up Bottling Co. has coin 
drink at three different prices 

! is most prevalent, dime coin 
in some transient locales, and a 
vogue In spots where the dealet 
t price’. Firm vice-president 


stops as this plant’s 


t t 


ts from vending can 


Vendors Finance hanneled to a variety 
Flower Fund uses, with employee 
welfare funds providing a 

selling point that can “clinch” a coin cooler or 

| 


ndor placement. In Denver, Col., employees of 


iuf Trailer Co., tired of passing-the-hat to 
llections to buy flowers for ailing co-work 

on the idea of buying soft drink vendors 

the profits to underwrite a Flower Fund 
revenue, the Freuhauf employees decided 

vend the large 12-0z. Pepsi-Cola for a dime—a move 
enabled them to meet the payments on the ma- 

s and produce a profit for the fund. Operating 

n the firm’s general office and workshop, the vendors 
are well patronized and nearby signs proclaim that: 
‘This machine is owned and operated by Freuhauf 
plovees All proceeds yo to the Flower Fund.” In addi- 
tion to financing the fund, in less than a year the coin 
coolers produced enough extra revenue to pay the cost 


f such social affairs as a company party and a picnic 


To keep the price of soft 

Nickel Park Price drinks down to the nickel 
retail level, the Houston, 

Tex. public parks system 

coin coolers. This was recently highlighted 

a survey of prices to be charged for thirst 
quenchers in Fort Worth’s Forest Park. That city 
checked policies in the other large Texas municipali- 
ties and nd that while San Antonio had a solid 


l0-cent front, Dallas park stands charged both 5 and 
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Every bottler knows that taste is the funda- 
mental factor that makes or breaks a soft 
drink bottler. Frostie Root Beer is enjoying 
a spectacular growth .. . is meeting with 
instant success wherever it's sampled, be- 
cause that semi-steinie 12-ounce bottle is 
packed with more crowd-pleasing taste than 
any other root beer on the market. New ac- 
counts cover a community faster than a juicy 
rumor, once Frostie hits the streets. Our field 
man has a pack of exciting facts including 
costs which he'd like to show you, without 
obligation. Use the coupon TODAY! 


VISIT US 


At the Exposition 


BOOTH 644 














FROSTIE 


OLD FASHION 
ROOT BEER 


—_ 
pein at 
— 
NY 
THE FROSTIE page 
BALTIMORE 28, —_ 
to know more © 
— ood but | we 
Sounds g saiieeille' 66 —— 
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NAME——— 
FIRM_— 
ADDRESS 


CITY 
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BERIND we TIMES ? 


Of course, it is... 
True Fruit kind! 


if you're not bottling the 


The leaders of your industry are alert to the 
"natural" trend of the consumer market and that's 
why they are bottling True Fruit Flavors. You'll be 
smart if you do the same, before all the best mar- 
kets are cornered by a trade name not your own! 


You have a name to be proud of and you can add 
new lustre to it by putting out the finest in True 
Fruit Beverages. You're sure of the best when you 


bottle P & S TRUE FRUIT. ... 


CHERRY 
RASPBERRY 
STRAWBERRY 


Don’t guess...Use DZS 


POLAK & SCHWARZ, INC. 


667 Washington St., New York 14, N. Y. 


Midwestern Office: 173 W. Madison Street, Chicago 2, Ill. 


Representatives: Milwaukee - Los Angeles - San Francisco 


Canadian Office: Polak & Schwarz (Canada), Ltd. 
Box 39, Station "“H", Toronto, Ontario, Canada 





INSURANCE OUTLET 


One of the numerous 
business locales opened 
up via vendors for the 
7-Up Iowa Co. is the of- 
fice of the Employers 
Mutual Casualty Co. in 
Des Moines, where a 
Highway Steel (Chicago) 
Model 197 single-drinker 
nabs “plus” patronage 
and plugs the product. 





10 cents for bottled drinks, while Houston pegged 
its nickel level on the use of vendors. Arnold Moser, 
Houston Park Superintendent, stated: “We found that 
if we were to have concessionaires handle the drink, 
the charge would have to be a dime.” There are about 
20 beverage vendors currently in use in buildings 
inder the jurisdiction of the Houston Parks-Recrea- 


tion De pt 


A vending ad, imprinted on 
Pay Envelopes Pull one side of payroll envel- 
Locations opes, is the latest gimmick 

being used to solicit loca- 
tions in the metropolitan territory controlled by the 
Coca-Cola Bottling Co. of N. Y. These carry a picture 
of a Vendo V-&83, along with the message that: “You 
can have a Coke machine where you work with 24 
hours notice.” As a hint to management, the ad also 
idvises workers to drop the envelope into the office 
suggestion box. A New York concern, which distributes 
pay envelopes free to commercial banks (who, in turn, 
supply their accounts), contracts for this type of adver- 
tising. At present, about 180 banks in 11 Eastern states 
cooperate in the promotion, and around 500,000 envel- 
opes are distributed each week. This plan has been 
used before, based on the theory that a pay envelope 
is one of the most important things received by an 
employee, but the ad either plugged a savings account 
or Was aimed at the ready-cash prospect for an elec- 
trical appliance. Coca-Cola vendor copy shows a smiling 
gal worker observing: “Glad the boss ordered a Coke 


machine! It’s great to work refreshed!” 


At the recent Theatre Own 
Confection Cabinet ers of America show in 
Debut New York City, Confection 

Cabinet, movie house con- 
cessionaire firm operating in such circuits as Loew’s, 
debuted two new bulk units of its own design. Machines 
are a 3-flavor 1000-cup unit, and a 4-flavor 2000-cup 
unit with twin dispensing compartments, Built for 
theatre locations, both vendors incorporate such “‘show- 
manship”’ 


features as having the top quarter of the 
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ON LY YESTERDAY when they cheered in raccoon coats- 


7 was a ‘promising freshman’’! 


TODAY its 2 


household word 
throughout 
America! 





4 All- fant 
Drink / 








cabinet front carry a tri-dimensional illuminated dis 
play that can be changed periodically. Globular glass 
selection panels for each flavor resemble miniature 
auto headlights, and a separate coin slot in each of 
these eye-catchers enables the patron to make a direct 
choice. While no production schedule has been ar 
nounced, it is reported that Confection Cabinet plans 
to utilize these machines exclusively for its own thea 
tre operations The 3-flavor model was recently field 


tested at the Loew’s Newark, N. J., house 


steve Kastner, president ot 
Cup Machines Spur he Atlantic Extract Co 
Neeco Sales ne., reports that the firm’s 
trials of Neeco Cot 
machines has n quite successful. Follow 
an intensive taste-testing period 
1 Eastern sti . Spacarb of New England feature 
the beverage in multi-drink equipment in halt 
varied Boston outlets. For a couple of weeks the product 
outsold pri Call! verything in nearly all the loc 
tions, and it’s since ttled 1 normal level, 
which Mr. Kastner finds ult Satisfactory 
Jamaica, N. Y. terminal 
the Union News ( hi 1 featuring aus a 
ten cent selection in ; ng p machine posi 
tioned alongside er lay vendors dispensing 
leading name-brand cola and t beer, priced at 
nickel. Sales are reported as very good, and as this is 
a territory where Atlantic Extract has franchised 


Neeco bottlers, the cup vendor is proving 


tising as well as a “paid sampling” medium. Mr. Kast 


ner voices the view that since the high-quality Neeco 
Coffee must be dispensed at the dime level, the drink 
will become more popular in vendors % the 10-cent 


‘ owe - es * } le pr for al ~nNkKS GAINS ) ntum 
The Damp-Tex system of painting kills ruse, rot, fun- machine price for all drinks gai MomenvuMm 
gus and bacteria. Stops deterioration, Can be applied 
on any paintable surface, wet or dry, with equal case 


and efficiency... changing dingy, rough light-blotter Bottle as well as cup ven 


Drinks Star At TOA dors were on view at the 
Show Theatre Owners of Amer- 


interiors into glistening porcelain-like beauty. One 
coat covers. Resists acid, alkali, corrosive gases and 
oxidation. Drics overnight without flavor-tainting ; 
odor into waterproof film. Comes in white and colors. ca POA annual trad 
Write for our trial offer “NB j show, recently held in New York City for movie 

Xbe be wy) abot hb exhibitors A display by the pneigdbogaon Co — 
Vendo (Kansas City) V-83 and Westinghouse (Spring 


yp PORCELAIN-LIKE - BPP field, Mass.) BV-240 coin coolers, while Pepsi-Cola ex- 
ov p-TEX FOR? hibited a Mills (Chicago) 120, incorporating the 


Flash-O-Graph ad device, the Jacobs (Detroit 
t 


50 bottle machine. Cup machine manufacturer booths 
included Automatic Products (N. Y.), with its multi 
flavor 1000-cup SodaShoppe; Spacarb, Inc. (Stamford, 
Conn.), showing the 1000-cup 4-selection 4D52; and 
Lyon Industries (N. Y.), exhibiting 500 and 1400-cuy 
machines, the lat * on ngle and dual drink models 
Lyon and Spacarb units were also utilized in the Pepsi 
& a 0 “5 ,& Cola display. In addition to Coca-Cola and Pepsi-Cola, 


STEELCOTE MFG. CO. ST. LOUIS, MO. other parent company booths included Hires, Mission 


Dry, and Orange-Crush, all using manual dispense? 
Canadian Manufacturer: Standard Paint & Varnish Co., Windsor, Canada ee ‘ 
Canadian Industrial Distributor: G. H. Wood & Co., Ltd., Toronto equipmen 
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IN 
ECONOMICAL 


pose 


HERE’S 
WHY: 
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TANDEM fits in perfectly with the needs of the 
modern bottling plant © 


... because Tandem is the World's finest 
Labeler for applying clean, smooth, superbly 
neat body labels, shoulder labels, body-and- 
neck labels, or body, neck labels and foil 


... because Tandem gives you a choice of 
2-Unit, 3-Unit, 4-Unit (illustrated) and 5-Unit 
combinations to fit production requirements 
from 75 to 350 and more per minute 


... because Tandem and only Tandem, assures 
continuous maintenance of full production 
even when one labeling unit is shut down; this 
capacity to sustain full production is built into 
each Tandem Unit. 


Get the whole story on why Tandem’s precision 
and proved production performance does the 
World's best labeling job in famous-name plants 
from coast to coast. Write for your copy of the 
latest Tandem Labeler Bulletin 





Aluminum 


Makes Beverage Handling 


Easier and Speedier 


The lightweight metal is used in the manufacture 


of numerous items of materials handling equipment. 





materials han 
ut one-third of 
cost some 
more. As a result, American 
is establishing an “all 
" program to improve its mate 
handling methods and equip 
ment. Efforts in this direction have 
doubt been intensified by the 
demands ¢ oO expanded defense 
ctivities, for Government fully 
recognizes the essentiality of ma 
terials handling equipment 
Aluminum with its light weight, 
long life, and low maintenance re 
quirements has much to offer in the 
materials-handling field, and manu 
facturers of equipment used for 
this purpose began using this “‘mod 


ern metal for modern uses” some 


114 


years ago. Since World War II, 
however, aluminum has been used 
even more extensively in this equip- 
ment 

The Aluminum Association has 
made a survey of both materials- 
handling equipment manufacturers 
and users in an effort to get a more 
complete picture of the part alumi 
num plays in this most important 
field. Information has been com- 
piled from some 50 manufacturers 
and from users in many diversified 
industries 

Generally, the survey shows that 
aluminum is bringing many econ- 
omies to the materials-handling 
field. By cutting the dead weight 
f equipment, this lightweight 
metal is effecting substantial sav- 


Wheel and roller conveyors with 
aluminum framework are made by 
the Logan Company. In this double 
deck line, both decks are linked to- 
gether and operate simultaneously. 
Counterbalanced gate allows safe 
passage. 
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This Stevens Appliance Truck Co. 
hand truck features an aluminum 
crawler mechanism which rolls 
heavy loads over steps. 
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V4 Design for 


aa Bottlers Profit 


GINGER ALE 








ings in man-power required for vice life. The high salvage value it is made from an aluminum-mag- 


these operations. Workers like the of aluminum equipment is another nesium alloy of high impact 


aluminum equipment because it is factor entering into overall cost strength, the unit is designed so 
easy to handle and keep clean. The that its interior “floats” in the 
latter advantage is especially im Beverage Cases frame and acts as a shock absorber 


portant in plants where sanitation for the contents. As a matter of 


is a must, as in bottling Most important in aluminum ma- fact, after 4,000 cycles in impact 
Aluminum equipment sometimes terials handling equipment for the cycle tests by one manufacturer, 
costs more initially than other soft drink industry seems to be there was no evidence of breakage, 
types, but the Association’s survey the aluminum beverage case. These chipping or glass dust. The weight 
indicates that its over-all cost is cases first appeared on the market saving over standard wooden 
often much lower because of its n 1949 following a three-year co- crates is estimated at 250,000 
savings in man-power and main- operative developmental program. pounds on every 100,000 cases pro- 


duced and distributed 


tenance expense and its longer ser- Called the “Alnesium” case because 


Originally only standard 24-bot 


* tle cases were manufactured, but 
A N (@) Y HH & R today smaller-sized aluminum cases 


also are available. They are now 


E made by several manufacturers and 
are in extensive use by Coca-Cola 
. bottling plants and many other bot 

| tlers as well. These metal containers 
are available for bottle sizes rang- 


ing from six to twelve ounces; can 
be delivered in “carton” form, half 
or full cases, and with “carry home” 


: handles which stores have found a 

2 boon to sales. As a matter of fact, 
one bottler who had never before 

4 . been able to get floor display space 


of case goods in supermarkets when 
delivery was made in the old-style 
crate was successful in this respect 
When aluminum cases were used. 
Another bottler, to test customer 
acceptance, used aluminum cases on 


one route only. Turnover on that 


SEE THIS NEW RACK AND THE 
COMPLETE FRONTIER LINE AT 
THE ABCB CONVENTION ... 
BOOTH No. 639. 


Aluminum beverage cases. now be- 
ing used by many bottlers, can be 


stacked interchangeably with wood- 
en units. The aluminum cases in 
photo are made by Metal Carrier 


_ WRITE FOR COMPLETE FRONTIER CATALOG. Corp. 
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» was faster and greater than 


other 


Hand Trucks 


Another 


handling item finding its way into 


aluminum materials- 


beverage industry favor is the 
truck Like all 


equipment, 


other aluminum 


aluminum trucks are 
particularly useful in all industries 
resistance to 
corrosion is Workers 
like the light weight of aluminum 

nd trucks. With 


wever, the weight-saving consid- 


where sanitation or 


important 


power trucks, 


This “Stairclimber” aluminum hand 
truck simplifies trucking up and 
downstairs. It's made by Honeyman 
Manufacturing Co. 





eration is not quite so important, 
except in old buildings or buildings 
of light 


construction. where floor 


loads must be kept relatively low 

Barrel and drum trucks are built 
with major aluminum components, 
as well as lift trucks and pallets 
An aluminum pallet lift truck man- 
Market 


pany, Edwards, Mass., for example, 


ufactured by Forge Com- 
features special wheels that auto- 
forks 
Aluminum skids are 


matically retract when the 


are lowered 
used too by a number of industries, 
interested in the 


especially those 


corrosion-resistant feature of the 


light weight. Users 
of aluminum. skids 


by the Union Metal Manufacturing 


metal or its 


manufactured 


Company, Canton, Ohio, have found 


them _ particularly advantageous 


where female labor is called upon 
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to handle these skids manually 

At least two special types of two- 
wheel hand trucks are made for 
ease in going up and down stairs 
One of these, made by Honeyman 
Manufacturing Company, Portland, 
Ore., has an aluminum frame, but 
is equipped with a high tensile 
steel nose (an open nose is built 
to bottler’s specifications) which 
slides over the edges of the steps 
Special models are made for bar- 


rels and bottled beverages packed 


Made ona Flexible 
Production Schedule 


Labels in Color 
on Glass 


Various Capacities 
ana Colors 


GLENSHAW GLASS 


in cases. Another type, made by 
Stevens Appliance Truck Company, 
Augusta, Ga., and Associated Ser- 
vices, Carlinville, Ill, has an alumi- 
num “crawler” attachment on the 
under side of each side member. 
These units have rubber treads ar- 
ranged in a manner similar to the 
tracks on caterpillar-type tractors 
which literally crawl over the edges 
of steps and other obstructions. 
These trucks are made especially 


for beer kegs, round or cylindrical 





s, packaged goods, and bot seven inches to 4%. feet. Its design strength heat-treated aluminum al- 


heveraves is unique in that it engages and loy having not only high tensile 
carries the drums from the top strength, but also high elasticity 
An Interesting Application only. Two jaws engage and hold the The manufacturer says that not 
jrum by the chime, closing and one of these castings has broken 


f opening completely automatically, or cracked, even 


ication of though loads of 


is found thereby eliminating hand operation more than 1,500 pounds have been 


“Liftomati = ruck mace in pick up and release The manu picked up and transported 


arvel Industri kokie, Ill facturer says that aluminum was 
two-wheel truck is designed the last of several metals used for Portable Conveyors 
steel and fiber drums the jaw and mechanism housing 
thousand which must bear ment SF the load Alaina Mah weet telnes 
height from These parts are cast from a high- the same advantages to pertabl 
conveyors that it does to other mov 
able materials-handling equipment 
Use of the metal in fixed convey 
ors, however, usually depends on 
other considerations such as sani- 
tation, nonsparking and nonrust- 
ing characteristics. Other charac- 
teristics have led to the use of alu- 
minum in major components ef con 
veyvors 1! special cases 
A portable aluminum - skate- 
Wheel conveyor which can easily 
be shifted from point to point in 
‘the plant or at the loading plat- 
form is made by Haslett Chute 
and Conveyor Company, Oaks, Pa 
A 10-foot section of this conveyor 
istributed from coast to 


weighs only 26 pounds yet has a 
ttlers 
250 leading bo 


@ Bottled and d a 
coast by over capacity up to 150 pounds. Both 
ROOT BEER in many of wheel and roller conveyors with 

adh nche peer markets. aluminum framework are made by 
— ink thet opens new out: the Logan Company, Louisville, 


ales per StOP--- with 
t for the bottler. 


@A demand dr 
lets. . . increases $ 
de margin of profi 


Ky., for transporting all sorts of 


products around industrial plants; 

a wil . 

are — also for loading and unloading oper 
con 

les programs alii 

tising and sa 

jising, adver oH ° | | 
; “a oe wring ave es and The Island Equipment Corp., 
e rtising | 1 | 
Promotional — Long Island City, N. Y., goes one 
promotional costs. 


@ Backed by sound, 


step further with their “Cargo 
Loading System.” They extend the 
roller conveyor right into the floor 


of the truck. Two rows of alumi- 


Franchises still available! 


num rollers set in an aluminum 
structural framework are mounted 
in the bed of the truck as an insert 


between sections of aluminum dia- 


F11| over the Nation ees mond plate. For loading and un- 


; 9 loading either pallets or heavy 
| I Sy MASON S bulky containers, the roller assem- 
bly is elevated to a point where the 


tops of the rollers are above the 


Phone! Wire! Write! diamond plate; this is done by a 


hydraulic ram and jack, either foot- 

operated or driven from a power 

MASON oe MASON, INC. take-off on the truck engine. After 
213 N. DESPLAINES STREET, CHICAGO 6, ILLINOIS ee ee ee 


National Bottlers’ Gazette 





ers have been positioned, the rollers 
are lowered, thereby depositing the 
load onto the diamond plate frame- 
work 


is done by 


Unloading at the destination 
simply reversing the 
procedure. The cargo loader adds 
only 94 pounds pe? foot of truck 
bed, including gravity roller sec- 
tions, or 58 pounds per foot with- 
tut gravity sections. Plants using 


this svstem ot course 


must have 
both 


loading and unloading stations 


similar roller conveyors at 
The Lamson Company, Syracuse, 
N. ¥ 


gulde 


manufactures an aluminum 
for its system of fixed roller 
conveyors. This unit is used for 
hanging the direction of movement 


a onveyor intersections. It con 


sists simply of a curved structural 
element with vertical skate-wheel 
type guide rollers, the whole assem 

” easy attachment 
roller conveyo} side chan- 


This 


company says, can be 


aluminum guide, the 
lifted easily 
DY one man, but if made of iron 
two men would be required 


it. It forms an essential 


achieving flexibility of 


element. in 


movement with fixed roller-type 
conveyors. At a four way crossing, 
for example, two way traffic in each 
of four different directions is pos 
sible by simply shifting the posi 
tion of the guide 

portable belt-tyvpe 


t t 


market are 


\ number of 
conveyors now ol! the 
made largely of aluminum for ease 
of handling. The “Pre-fab All Alu 
manufactured 
Hills- 


aluminum 


minum” conveyors 
DY Mercury Convevol Tr 


dale, N. J., « 


4 ven have 
belts. These are made 


ip of inter- 


locking plates which present a 


smooth surface between the special 


This 


is particularly useful for 


lv designed end sprockets 
conveyor 
ary handling of products 

can be operated at any speed 
to 100 feet per minute, and the 
standard model handles 250 pounds 
per square foot. Other capacities 


custom built to meet special 


requirements. 
“Pre-fab” 


with widths 


Standard lengths of 
conveyor are five feet, 


ranging from 6 to 36 inches. The 


conveyor may be used for floor to 
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floor conveying and may be 
mounted on the floor or hung from 
the ceiling. Included among many 
users from varied industries were 
soft drink 
the aluminum survey found 

Chain lift 
other 


equipment in which aluminum has 


bottlers and wineries, 
hoists constitute an 
type of materials-handling 
proved useful. These units are of 
ten carried manually from one part 
of the plant to another so that light 


weight is important. They are par- 


ticularly useful in) maintenance 
and relocation of equipment 

A number of these units now on 
the market consist largely of alu- 
minum castings, In some cases dit 
castings being used. Typical are 
the “Cyclone Hoist” manufactured 
by Chisholm Moore Hoist Corpora 
tion, Tonawanda, N. Y., the “ 
cat” hoists made by the Harring- 
Philadelphia, Pa., 


and similar units manufactured by 


3ear- 


ton Company, 


Yale and Towne, Philadelphia 


beverage equipmen 


can help you cut costs... 





irs. 
I m I 


YOUR PFAUDLER DISTRIBUTOR 
WILL BE GiAD TO SERVE YOU 


Early deliveries are still available for cer- 
tain ty s. Cb 


re ts with 
Pfaudler Distributor. His na 
dress are: 


fawdler 


t 
and ad- 


PFAULDLER MINERS deliver the 
thorough agitation that dissolves 
allsugarinthe least possible time 
Special bottom head design keeps 
gz to the filler. Sani- 
tary. easy-to-clean stainless stee 
construction. All welds gro 
smooth and polished to 4 
product from “pocketing.” 


syrup flow 


PFALDLER STAINLESS STEEL STOR- 
AGE TANKS are built to last 
Self-draining. easy-t lean features mean 
lower labor costs. Made of high quality 
stainless steel, they permanently retain 
their shiny sanitary finish. 


indefinitely 


PFALDLER PRESSURE PROCESS VATS 
provide the efficient) heating, holding, 
cooling and mixing that help you keep 
operating costs at a minimum. Self-draining 
and simple in design for easy clean : 
Polished stainless steel assures maximum 
sanitary protection. 


American Brewers’ Supply Co., Smithfield St 

Pittsburgh Pa The Lilly Co, 166-8 

Union Ave aphis, Tenn.; Northwestern 

Extract Co., 216 Broadway, Milwaukee, 

Wisconsin; Penrith Akers Mfg. Co., 1311S 

Fifth St., Minneapolis, Minn.; S. Riekes & 

Sons, 1402 Webster St., Omaha, Nebraska, 

4445 W. Fifth St.. Des Moines, lowa, 1903 

S. Flores St. San Antonio, T " . 

Douglas Ave, Wichita I 

Compress St., Oklaho 

First Avenue, Rock Islas 

chester Avenue, St. 

Equipment Co »5 

Chicago, UL; ¢ 

Higganum, Connecticut; Wm. | 

$508 Jackson Avenue, El Paso, 

Pwitchell Co., Crestmont & Haddon Avenue, 

Camden 4, N. J.; Geller Balze Co, Ine, 161 
$3rd St. New York 16, N. Y¥.; Consol 

dated Siphon Supply Co., Inc., 22-24 Wooster 


PFAUDLER CO., ROCHESTER 3,N.Y. St. New York 31, N. ¥ 
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F OME tax takes a big wallop at 
the wallet today, vet, few bottlers 
make a systematic attempt to legal 
ly minimize the outlay. They over 
look the fact that tax is a liability 
due the government, and so, it Is 
in the same category as any other 
expense, and it can be minimized 
by watching it carefully through- 
out the year. Tax control is part of 
cost control. Here are ten ways to 


lighten the toll 


1—Figure Returns Early 


Delayed action increases tax ex- 
pense. Most bottlers wait until a 
few days before filing time to start 
figuring their tax liability. Listing 
the figures on the return and mak- 
ing mathematical calculations are 
the minor chores of tax control. The 
taxpayer must report what his 
books show, he can’t do much about 
effecting tax savings after the tax 
able year is ended. All he can do at 
filing time the following year 1s to 
see that the figures are transferred 
accurately from his books to the 
return, that he adds, subtracts and 
percentages the tax on his net in 


come accurately 


2—Preview Tax Quarterly 


Payments and withholdings to 
the collector are made quarterly, so 
this is a good time to preview the 
tax return. If entries should be 
made on the books to get legitimate 
tax benefits, if additional record- 
ings for write-offs are needed, the 
quarterly preview of the annual 
return provides an opportunity to 
make them. If you put off this 
analysis until the end of the vea 
or until around filing time, more 
than likely 


important 


you'll omit something 
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3—Don’'t “Put Off’ Deductible 


Items 


Make recordings for deductible 
items within the taxable year. If 
the taxpayer ascertains a debt to 
be worthless in a certain year, he 
must write it off in that year or he 
may be denied the deduction in a 
subsequent year. If he does not 
take all the depreciation to which 
he is entitled in a taxable year, he 
may not be allowed to retrieve the 
differential in a succeeding year, 
therefore, he pays more tax than 
he should. If he 


assets on hand for which he has no 


has depreciable 


further use and their disposition 
will give him a tax benefit, he 
should dispose of them within the 
taxable year to get a deduction at 
filing time. If he files on a cash 
basis (the cash taken in less the 
cash paid out, no inventories, no 
accounts receivable or payable , he 
should try to pay all current bills 
during the taxable year so 
these expenses may be deducted 
from the income of that year. Some 
times economies thus effected make 
it advisable to borrow money at the 
end of the vear to meet these bills 
If the taxpayer works his depre 
ciable equipment longer hours than 
he figured when he set the deprecia- 
tion rate, he may be permitted an 
additional deduction for accelerated 
depreciation, but he won't get it 
unless he records the increase with 
in the taxable year. In general, the 
income tax law is concerned with 
losses or gains for the taxable year 
duly recorded in that period, other- 
wise, they may not be deducted the 
following year 

Continual vigilance over tax ex- 
pense throughout the year is the 


only assurance that all allowable 


deductions will be recorded within 
the taxable year, making them eligi- 
ble for inclusion on the tax return 


at filing time 


4—Consider the Transaction 


In some cases, the way you make 
a deal affects tax expense. If you 
make repairs and improvements at 
one time and the contract is let as 
one job, the repairs are not deducti- 
ble. Either make your repairs at 
one time, improvements at another 
time, or get separate bills for each 
class of work and deduct for the 
repairs 

When you trade in old equipment 
for new, the way you make the deal 
may affect the tax. If you are of- 
fered a trade-in allowance of $1,000 
for a truck and the books show that 
it is worth $1,500, you can’t get 
credit for the $500 loss unless you 
sell the truck, show the $500 loss 
on the books, and make a straight 
If the truck 


is valued at $500 on the books and 


deal for the new truck. 


you are offered $1,000 as a trade-in 
allowance, this $500 isn’t taxed, it 
is part of the purchase price of the 
new truck, the total to be depre- 
ciated over the year, so in this case, 


a trade-in transaction is wise 


5—Record Inventory Carefully 


Record the inventory of raw ma- 
terials, supplies and finished goods 
carefully at year’s end. Value the 
“count” at cost or market, which- 
ever is lower. File away the inven- 
tory sheets for reference. You may 
need this supporting data because 
the Treasury places great import- 
ance on the way inventory is cal- 
culated. If you have the detailed 
when the 


information Treasury 
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We hand pick the cork 
for your crown liners 





Every piece of cork that Armstrong buys for 
use in crown liners has been individually in- 
spected and graded by cork experts with many 
years of experience. Only by this handling and 
sorting can we be sure that the proper raw mate 
rial is available for producing the high-quality 
liners required in crowns. 

To do this grading, sorting, and buying, the 
Armstrong Cork Company has built up an ex- 
perienced organization on the spot in the cork- 
buying centers of Spain, Portugal, and French 
Morocco, It includes more than 1600 trained 


workmen—the most extensive American overseas 
cork-buying organization 

As you probably know, Armstrong makes many 
things of cork—insulation, floor coverings, gas 
kets, closures, liners. What we learn from making 
other cork products helps us make better cork 
closures and liners for you. For any information 
you might want on any of these cork products, 
contact your nearest Armstrong representative 
or write Armstrong Cork Company, 
Glass and Closure Division, 
6311 Prince St., Lancaster, Pa. 


WEST COAST REPRESENTATIVE: JOHN MULHERN CO. 
9 SAN FRANCISCO 24, LOS ANGELES 23, SEATTLE 9 


iy 
“a o & 


ARMSTRONG’S HI-SPEED CROWNS 
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you should have little 
iculty supporting your return 
the inventory valuation is in- 
flated, you pay more tax at filing 
time when it is too late to correct 
the error, so make this calculation 
accurately and get it on the record 
at year’s end. The Treasury per- 
i deduction for loss on inven 

o deterioration of one 


| 


id or another. Keep a separate 


record of the items involved and 
their cost prices 


If the 


high, your 


inventory is valued too 


profits will be higher 
aper, but you will pay more tax 
old cash and the inflated profit 
will eventually have to be written 
off. If your inventory is valued too 
low, your profits will be figured too 
low and you will pay too little tax 
with a good chance that you will be 
penalized by the Treasury when it 


enecks your return 


6—Use Trust Fund For Taxes Due 


When preparing profit and loss 
statements 


throughout the year 


pro-rate the tax and enter it on the 


books as a liability due the govern 
ment, otherwise, your net worth is 
inflated. To play absolutely safe the 
taxpayer should open a trust fund 
and put this tax money in it. Some 
taxpayers use the funds that belong 
to Uncle Sam and then have to bor 
row to pay the installments when 
due. This is poor business practice 
This 
come tax due to date, withholdings, 


fund should include the in- 


deduc 
Before 


were 


sales taxes, social security 
tions and all other levies. 
Pearl 


much lower, the taxpayer had little 


Harbor, when taxes 
reason to “freeze” his tax liability 
in a trust fund, but with taxes sky 
high, this procedure is essential to 
sound financing and good business 


management 


7—Always Consider Tax Angle 


When appraising an expenditure, 
consider the tax on it. For example, 
if the tax figures 25 per cent on net 
income, the net cost of $1,000 worth 
of advertising is $750. If the tax- 
payer didn’t spend the $1,000 for 


advertising, he would pay the $250 


differential in tax because his in- 
come would be $1,000 more. Indi 
rectly, such outlays are reduced by 
the tax paid and the taxpayer should 
consider this angle 

On business betterment invest- 
ment, such as a new truck, an addi- 
tion to a building, new machinery, 
the taxpayer cannot write them off 
as expenses. They are improve 
ments, assets to be depreciated over 
the years. Such outlays offer more 
limited tax savings, vet, the tax 
payer should consider the write-offs 
for depre¢ lation expense when cal 
culating the cost of such invest 
ments. He may find that high taxa 


tion makes modernization more 


today than before Pearl 


profitable 
Harbor 


8—Watch Tax Effects 


Throughout the year, conside) 


the effect of tax on sales, working 


capital, profit and loss statement 


analysis, budgeting, also the return 
on net worth. The high tax rate is 
scrapping old yardsticks, changing 


ratios which were once considered 


SEE US IN BOOTHS 653 anp 655 AT THE 
S CON 


LEARN WHY 


Progress Portable Coolers 
have smashed all sales records ! 


In 1951 alone sales hit an all-time high for the Sth Consecu- 
tive year! This means that bottlers who handle Progress Portable 
Coolers have found, as we've frequently advertised, a new profit- 
able market! Ask us for facts while you're at the Convention in 
Washington—and be sure to ask us about the Progress Special 
Christmas Plan for plus-winter sales! Progress Refrigerator Co. 


MODEL A-1 


e's Pr 


thet 


- - - Since 1906... 


ofit in Progress! 


. Louisville 1, Ky 


MODEL A-2 


BEVERAGE COOLERS 


PORTABLE COOLERS... WATER COOLER 
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Smooth flow of cases ups daily 
volume. You move more cases 
easier gather more profit 
from peak periods 
Alvey conveyor systems speed 
up bottling plant operation. The 
know how" of Alvey conveyor 
engineers fits the handling 
method to the bottling plant's 
specific needs. That's why 
there's peak efficiency... more 
economy... with Alvey conveyor 
systems 


Perhaps ways can be found to 

give your cases a smoother ride 
for better profit. Discuss your 
operation with Alvey conveyor 
specialists. 


ALVEY 


9793 Olive St Road + St Louis 24, Mo 


CONVEYOR MFG 


Branch Sales Offices in Principal Cities 
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CONVEYORS « BE 
e SPECIAL PACKAGE CO 
2 CONVEYORS 


' ALVEY 
ee 


R CONVEYORS © LIVE ROLLER CC 
. CONVEYORS + PUSHER 
CONVEYORS © BELT CONVEYORS « BELT 


* { 


ORS © WHEEL CONVEYORS « ° 
VEYORS « CHAIN CONVEYORS « CHAIN ¢ 
_ CONVEYORS « 


CONVEYORS « 


normal, and complicating mana 
gerial procedure 

Formerly, the yardstick of mana 
gerial efficiency was reflected in the 
net profit and then the Federal tax 
The net 


was of 


was deducted profit 


the 


was 
thing. Tax minor im 
portance because the rates were low 
compared to what they are today 
If the net the 
average businessman considered he 


had 


He could figure on crediting a sub- 


Was satisfactory, 


done a good managerial job 
stantial part of the net profit to net 
worth or surplus, because the tax 
of former years took only a small 
Now, it cuts so 


part of earnings. 


deeply into the earnings that one 
can no longer place as much reli- 
a vardstick of effi- 


after the 


ance in it as 


clency because, income 
tax is deducted, the net will be sub- 
The 


must analyze every phase of opera- 


stantially reduced taxpayer 
tion throughout the year in relation 
to the Federal levy on income 

The the 
spendable profit or pocket-profit, is 
The 
must work back from this 


less tax, the 


net profit 
the basic measurement today 
taxpaye} 
figure, if unsatisfactory, he may 
have to revise his costs, cut corners 
install modern 


on overhead, more 


equipment, or promote sales more 


aggressively, to increase his. tax- 
able profit so that he 
pocket-profit left to 
deduction of 

The 


working capital ratios also 


has enough 
satisfy after 
the income tax. 

taxpayer must revise his 
Years 
ago a 2-to-1 current ratio Was con- 
sidered safe, today his current as- 
liabilities should 


sets to 


current 


show a 3-to-1 ratio to provide the 


business with adequate working 
capital. Taxes must be paid prompt- 
ly in cash and more working capital 
must be kept on hand today in orde1 
to meet the high tax liability and 
at the same time meet other obli- 
gations promptly. 

When budgeting operations for a 
the 


should figure the tax on 


forthcoming period, taxpayer 

the 
is banking 
that 
won't be his to bank. He must hold 


Un le 


esti- 
mated net, otherwise, he 
income 


on an estimated net 


some of it in escrow for 


Sam 
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9—Allow Time for Tax Control 


Because of the high tax rates it 
pays to give more time to tax con- 
trol today. The average business- 
man spends a lot more time over 
operating details that do not involve 
nearly so much outlay or a chance 
to effect comparable savings. If a 
tax man makes out a return at filing 
time he is doing only a mechanical 
job that can have little effect on 
savings. If the taxpayer wants a 
thorough appraisal made of his 
books it will cost money, and during 
the year, with a little effort and 
stuay, he can do muecn of this work Theonett Ginger Ales and White Sodas are the life of any 
himself, making such an outlay un- party. Used as is, or in a mix, they make sparkling, 
ee delicious drinks that everybody likes. 
Keep a tax file for everything 
pertaining to tax returns, tax 
notices, receipts, withholdings, etc 
Also clippings pertaining to tax. 
During the year, decisions of the 
tax board and courts, which may 
have a bearing on your return and 
the way recordings should be made 
throughout the year will come to Raw ee Ma. Se 
your attention in business papers Topsy Pale Dry 4-oz. type, rich in ginger and 
and public prints. Filing this infor- made from the finest raw materials obtainable. 
mation may save you money. Get a Or, if you require a 2-0z. type, you'll like No. 


copy of the latest regulations from 309 Pale Dry Theonett Ginger Ale. 

the Superintendent of Documents 

or the local tax office to guide you 

here. The taxpayer can keep tax 

expense at minimum by studying . 

and analyzing all business opera- . y; ’ 

tions in relation to the tax rates and (ee TheoNet Whit q d 
regulations, not at filing time, but : 3) \ 2 ett : e bd a 
throughout the year, otherwise, he 7 

may earn little or no profit in the a 

hectic days to come regardless of There’s plenty of flavor and 
his managerial efficiency sparkle in Theonett No. 228 clear, alcoholic 

l-oz. lemon and in No. 313 clear, alcoholic, 

10—Keep Good Books 2-0z. lithiated lemon dry. They are ideal for 

Finally, keep good books, make white soda. Order a supply today. 
recordings accurately and promptly 
or you cannot attain good tax con- -> agi 
trol. Even a small operator handles Other (heouett 7lauers 
hundreds of transactions yearly Raspberry @ Orange 
and he cannot remember all details Imitation Grape © Cream Soda 
Some use dependable bookkeeping 


Root Beer @ Imitation Cherry 
Imitation Strawberry @ Hi-Lo Punch 


systems, but do not keep them up 


e 
a 
@ Lemon @ Lime 
a 
o 


to date, others have poor systems 


and are systematic in recording. In 


both instances, such taxpayers are P Dee 
likely to over-pay on tax, losing eo ett & Co. of fine flavor bases 
money thereby, or under-pay, suf- ; and extracts. 
fering penalties. Keep tax expense 330 N. ASHLAND AVE. + CHICAGO 7, ILL. : 


at minimum by keeping good books 
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Place Vendors 


“Wherever People Are” 


Every place where people go regularly is a “prime 


prospect” for this New Orleans operation. 


Wherever there are numbers of 
people. New Orleans Coca-Cola 
will attempt to place a vending ma 
chine. This unit is in a food store. 
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” 
Wi; REVER people are 


a place to sell Coca-Cola.” 

These are the words of S. A 
Seelye, vice-president of the Louis- 
iana Coca-Cola Bottling Company, 
Inc. in New Orleans, describing a 
program for placement of vending 
machines “‘w herever people are.” 

The Louisiana Coca-Cola firm is 
extremely conscious of the need to 
stock the shelves and coolers of 
yroceries, drug stores, soda foun- 
tains, restaurants and other retail 
ers of soft drinks. But it also seeks 
sales wherever people gather in any 
sizable numbers whatever, through 
a program of placing “Coke” vend- 
ing machines in establishments of 
all kinds, 


Ings 


industries, office build- 


“Every man in the sales depart- 
ment does some of the selling of 
these places,” Mr Seelve Says “We 
all keep our eyes open for possibili- 
ties. Say that a driver-salesman has 
noticed a new retail store going up 
in the course of making delivery to 
one of his regular customers. He 
will then make inquiries about what 
kind of place it is going to be. If 
it’s to be a retail establishment sell- 


ing soft drinks, he will want to be 


seeing the owner soon in any case 
But say it’s a building that will 
shortly house the office of dentists 
and doctors, with a bank on the 
ground floor. People gather there 
Enough people to buy Coca-Cola. 
So our salesman will make a note 
to meet the owner of the building 
and sell him the advantages of in- 
stalling one of our Coca-Cola vend- 
ing coolers in his new building. 

“Everybody in the sales depart- 
ment handles these sales. Who are 
our prospects? Almost anybody. 
The field is as wide as can be. As 
long as the prospective location fits 
the formula—a place where people 
go regularly—it is a prime prospect 
for installation of one of our vend- 
ing machines.” 


Five Models For Prospects 


The Louisiana Coca-Cola Bottling 
Company has five different vending 
machine models to offer its pros- 
pects. They vary in size from a 11% 
case capacity to a ten case capacity 
with, of course, room for pre-cool- 
ing new bottles while one group is 
being vended. 


The vending machines are sold 
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Use 
Berghausen’s 


<ovoR™ ° 


It’s Safe 


CARAMELS FOR ALL PURPOSES 


(Acid-Proof or Foaming) 


COLAS @ ROOT BEER e OTHER BEVERAGES 


Standard QUALITY for 88 Years! 


™°E BERGHAUSEN CHEMICAL «o. 


4538 W..MITCHELL AVE. 


CINCINNATI 


HALLOWELL 


HEAVY-DUTY 


TRUCKS 
FOR 


TOUGH JOBS 


Tough jobs are easy with these sturdy, 2-wheel HALLOWELL 
Trucks. All-welded, all-steel construction minimizes weight 
(heavier model #738 weighs only 50 Ibs.), cuts main- 
tenance costs, lengthens truck life. Ribbed, angle-form 
steel nose carries heavier pay loads without bending, 
reinforces "UNI-TRUK" at point of severest stress. Two 
popular models: +738 with 8'' wheels and braced legs; 
#734 with 6'’ wheels, no legs. 


Write for Bulletin 718-2, 


IMALLOWELL ES 


MATERIALS HANDLING EQUIPMENT 





SPS STANDARD PRESSED STEEL CO. 


JENKINTOWN Si, PENNSYLVANIA 
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ACCEPTED FLAVORS 


@ Successful bottlers from coast to coast have proved that P-A 
flavors are the tops in taste, the highest in quality. P-A flavors 
are backed by 40 years of flavor making experience. Listed below 
are a few of the popular P-A flavors, juices and compounds . . . 
free samples will be sent on request. 


PUNCH COMPOUNDS STRAWBERRY COMPOUNDS 
F-296 Orange-Pineapple 1 to 10 F-101 Fruity Strawberry, 

F-220 Pineapple Punch, Imitation 2 oz 
Imitation 1 to 12 F-746 Paco Fruity Strawberry 
CHERRY COMPOUNDS ries aihes 

F-321 Deluxe Black Cherry, 
Imitation 2 oz 
F-189 Paco Cherry-Strawberry, 
Imitation 4 oz 
CREAM SODA COMPOUNDS 
F-732 Tip Top Cream Soda 2 oz 
F-702 Paco Cream Soda 4oz 





YOU ARE CORDIALLY INVITED 
to visit our booth * 222 at the 
A.B.C.B. National Beverage Ex- 
position, Washington, Novem- 
ber 12-15. 











FREE! Write for free book, "Information for Bottlers.”’ 
e 


p-A 
BRAND Write for your 
copy of the 1951 


P-A Price List! 
= 


MANUFACTURING COMPANY 


1311 SO. FIFTH STREET © MINNEAPOLIS 4, MINNESOTA 
HIGHEST QUALITY FLAVORS, FRUIT JUICES, COMPOUNT 





The vendor placement policy of New Orleans Coca-Cola is a broad one. 
indeed. But the plant is big and has the facilities to carry it through. 





iocation owners 1n 


ases Then buys 


depending 
th which he 


ished. On ot 


rant it,”’ Mr. Seelye says. “We carry 
the financing ourselves; we do not 
farm the paper out to banks, as is 
other fields 
where time payment plans are of- 
fered.” 


sometimes done in 


In selling location owners on the 


overcome by pointing out the profit 
advantages of installing a cooler, 
and the fact that, in itself, it will 
serve to pull in thirsty customers 
off the street 

“In the case of industrial loca- 


tions, we stress the convenience 


angle Most of the places that buy 
our coolers do so because they are 


some distance 


from retail estab- 
lishments where their personnel can 
go for a Coke in the morning and 
afternoon. Hence, it is an advan- 
tage to have the drinks right in the 
building —it builds good will among 
personnel, profits are generally put 
into an employee 


fund, and also 


helps in some measure to cut 
‘wasted’ time spent going great dis- 
tances for refreshment.” 

While the location owners usually 
buy the vending machines outright 
from the Louisiana Coca-Cola Bot- 
tling Company, they can call upon 
its service 


crew for help in the 


Coca-Cola 
ill sell 


‘time” payments 


advantages of ownership of a Coke event of mechanical The 
supplying of fresh stock is handled 
encounter objections by the 


“most of which,” he 


trouble 


these vending machine, Mr. Seelye’s sales- 


men often regular Coca-Cola route 
circumstances war- notes, “can be salesmen. 





—————— 


it 


Tu 
* 
Nut 


... draws the eye 
to Impulse Items 


Stange Color puts the SELL 


in Impulse Sales. 


Depend upon REX Root Beer 
Compound to produce a smooth, 
creamy, rich beverage that tastes 
so-o-0-o good! It’s balanced and 

blended perfectly. REX quenches the 
thirst, satisfies the palate and keeps 
folks coming back for more. Builds 
steady, repeat sales for you. 

with color...per gal. $375 

in 4-gal. lots or more 


Freight allowed on 8 gal. shipments 


A 4-0z. compound 


PEACOCK 
BRAND 


CERTIFIED wa 
FOOD COLORS 


C.0. & W.D. SETHNESS COMPANY 


1926 SUNNYSIDE AVE. e¢ CHICAGO 40, ILL. 
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For the Crowning Performance, be sure 
your beverage crowns have the extra 
protection of Mundet cork liners... 


processed from the world’s best cork. 


Mundet Cork Corporation, Crown Division, 
7101 Tonnelle Avenue, North Bergen, N. J. 


_.2ome serves the World 


Mundet Crowns 





COMPLETE CROWN SERVICE 


r 





MUNDET DISTRICT OFFICES 
*ATLANTA DALLAS 1 KANSAS CITY 7, MO. ST. LOUIS 9 
339-41 Elizabeth Street, N.E. 601 Second Avenue 1428 St. Lovis Avenue 3176 Brannon Avenue 


*BOSTON DETROIT 21 *LOS ANGELES (Maywood) *SAN FRANCISCO 7 
57 Regent St. (No. Cambridge 40) 14401 Prairie Street 6116 Walker Avenue 44 Brannan Street 
*CHICAGO 16 *HOUSTON 1 *NEW ORLEANS 16 ka 
2601 Cottage Grove Avenue Commerce and Palmer Streets 315-325 N. Front Street *in Canada: 
CINCINNATI 2 JACKSONVILLE 6, FLA. PHILADELPHIA 39 Mundet Cork & Insulation Ltd. 
= 4277 West 4th Street 800 E. Bay St. 856 N. 48th Street 35 Booth Avenue, Toronto  cnmmmnn 


“CROWNS CARRIED IN STOCK 
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SAVE! ON ROUTE SHEETS 
AND BINDERS! 


® Your Choice 

© Of a Combination 
© Of Six Styles 

© Small Quantities 
© VOLUME 

© PRICES 





111 —Standard Form for Dealers 

112 —Standard Form for Prospects 
125 —Coke Route Sheet for Dealers 
125a—Coke Route Sheet for Prospects 


126 —Your Beverages Printed in Head- 
ings—for Dealers 


126a—Your Beverages Printed in Head- 
ings for Prospects 











ROUTE SHEET TIME IS HERE 


This year, more than ever, we are determined to put ROUTE SHEETS 
on EVERY ROUTE of America's BEVERAGE INDUSTRY. To do this, 
we make sure that our PRICES CANNOT BE BEATEN; that we have a 
ROUTE SHEET TO FIT YOUR INDIVIDUAL NEED; our QUALITY 
UNEXCELLED and our SERVICE UNEQUALLED. NOWHERE else in 
AMERICA can you get this high quality ROUTE SHEET in SMALL 
QUANTITIES at HUGE VOLUME PRICES! 


ROUTE SHEETS ARE EXPERTLY PRINTED on tough, durable 28 lb. 
basis CARLETON white ledger paper. They provide for a six month's 
record on one side and six month's record on the other side. They are 
punched to fit a standard three ring binder. Overall size is 6" x 9!/2". 
BINDERS ARE HEAVY DUTY black imitation leather—hard non-flexible 
backs for long ROUGH HANDLING. They are |" (150 to 200 sheet) 
capacity with chrome finish metal rings and have thumb snap-open, 
snap-shut attachment. 





WE PAY FREIGHT WHEN REMITTANCE ACCOMPANIES 
ORDER FOR 5,000 OR MORE! 











PRICES PER THOUSAND 


1,000 2,500 5,000 10,000 
Form 111 $7.25 $7.00 $6.65 $6.25 
Form 112 7.25 7.00 6.65 6.25 
Form 125 7.50 7.25 6.80 6.45 
Form 125a a a 8.00 7.25 
Form 126 7.50 7.25 6.80 6.45 
Form 126a —— —_ 8.00 7.25 


BINDERS ARE $1.65 EACH 


DON'T DELAY — ORDER TODAY!!! 
HAVE YOUR SUPPLY WHEN YOU NEED IT 


VI liona [ 


BUSINESS FORMS CO. 


NOT INC. 
53 W. JACKSON BLVD., CHICAGO 4, ILL. 


{rthur S. Hassell, owner and 
manager of the Coca-Cola Bottling 
Company of South County, Rhode 
Island, has been elected president 
of the South Kingston (Rhode 
Island) Chamber of Commerce 
Edward Cohn, associated with his 
father and brothers in the opera- 
tion of the Mission Orange Bottling 
Company, Virginia, Minnesota, has 
been elected Commander of a local 
American Legion Post. 
Bland, of Dr. Pepper Bottling Com- 


: Bobby 


pany, Paragould, Ark., has been 
elected president of the local Ki- 
wanis Club 

Leigh H. Otzen, head ot Royal 
Crown Beverages, Inc., Seattle, has 


been made a member of the Seattle 


Chamber of Commerce Ted 


Tsiropoulos, head of the Orange- 
Crush and Old Colony Bottling Co., 
Charleston, South Carolina, re- 
cently was recalled to active duty 
in the Navy. His brothers, Nick and 
Andrew Tsiropoulos, will take over 
management of the plant... . 7. C. 
Clarke, manager of the Nehi Bot- 
tling Company, Norfolk, Virginia, 
is the new president of the Norfolk 
Kiwanis Club... . J. L. Weisman, 
manager of export sales of the Fel- 
ton Chemical Company, Inc., sailed 
recently for Europe 








HONORED 


Hyman Kirsch, founder and trea- 
surer of Kirsch Beverages, Inc., 
Brooklyn, N. Y., will be honored this 
month at a testimonial dinner given 
by a local hospital. Mr. Kirsch has 
been active in philanthropic circles 
for many years. 
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Maritime Bottlers Convention 

Ralph F. Streb, of Saint John, 
N. B., was re-elected president of 
the Maritime Bottlers of Carbo- 
nated Beverages at the associa 
tion’s recent annual meeting in 
Saint John. 

Reports and discussions at the 
convention indicated that sales vol 
ume of carbonated beverages in the 
Maritimes had declined during the 
last year. The decrease was _ at- 
tributed to the heavy tax load can 
ried by the beverage industry 

Others elected were: honorary 
president, J. A. Ferguson, Sussex; 
vice-president for New Brunswick, 
A. G. Neal, Saint John; vice-presi- 
dent for Nova Scotia, Vincent Man- 
cini, Sydney; vice-president for 
Prince Edward Island, Jack Mor- 
ris, Charlottetown; vice-president 
for Newfoundland, Gerald Christ 
mas, St. John’s, and secretary- 
treasurer, F. W. Graves, Saint 
John 

Directors for the ensuing year 
are Joseph Walsh, Chatham; H. 
Murphy, New Glasgow, N. S.; Har- 
old Polson, Halifax; James Moir, 
Bridgetown, and Oliver O. Vardy, 
St. Johns, Nfid 

Principal speakers were J. F. 
Telford, Ottawa, representing the 
Customs and Excise Department, 
and J. A. Whitmore, managing 
director of the Canadian Bottlers 
of Carbonated Beverages. 
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British Columbia Convention and Will Williamson as directors 

for the Vancouver Area; I. L. Erb, 

7 ’ = . ‘ W Turner 

Carbonated Beveraves hela their E W. Brinkworth and Ed Turner 

V: for the Vancouver Island area, and 
an- 

C. H. Day, Hugh Gook, Howard 


Logan and Brophy Dunne as Main- 


British Columbia Bottlers of 


eleventh annual meeting in 
couver, October 6, and re-elected all 
their officers, with one addition. 
The re-elected officers are: W. L land directors 
In addition, the bottlers elected 
I. L. Erb of Victoria as Director at 


Drummond, British Columbia man- 


ager of Orange-Crush, president; 
D. L. Gray, of Seven-Up Ltd., vice- Large for Western Canada 
president; W. E. Murdoch, Pepsi- Principal topics discussed at the 
Cola. treasurer: and R. D. Cameron meeting were the restrictions 


executive secretary placed on bottlers by advertising 


J.-A MacDonald of Nelson. B. C regulations recently established by 


>. 


a former mayor of his city and the provincial government, and 


its representative in the British exorbitant licensing fees imposed 


Columbia legislative assembly at by municipalities. J. A. Whitmore, 


one time, was elected honorary managing director of the Canadian 

president—a new post. MacDonald’s Bottlers of Carbonated Beverages, 

Nelson operation produces Orange was the featured convention 

Crush, Coca-Cola, and a_ private speaker 

flavor line. 

For directors, the B. C. bottlers 

chose E. L. Irvine, H. C. Perkins Seven-Up of Canada, Ltd., To- 

ronto, for the second consecutive 


On The Air Again 


year will sponsor broadcasts of a 
series of six football games played 
at East York Collegiate, Toronto 
This includes the annual Red 
Feather game. Vickers & Benson 
Ltd., Toronto, is the agency in 
charge. 
Installs Third Line 
Coca-Cola’s Vancouver opera 
tion has completed the installation 
RE-ELECTED 
W. :L. Drummond, British Columbia 
manager of Orange-Crush, Ltd., was 
re-elected president of the British to 1,400 cases per hour. The new 
Columbia Bottlers of Carbonated 


Beverages at the association's re- 
cent annual meeting. crowner, mixer, and automatic 


of its third 40-spout line, and its 


capacity has thereby been boosted 


line includes a_ soaker, filler, 
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pack 


er. The line is 


fed 


trom 


this 


operation’s own filtered water tanks 
Madu is plant 


and 


supe 


sirupers 


Wally 
rintendent 


New Stock Issue Offered By 


Kop Beverages 


Kop Beverages Limited, Toronto, 


is currently 


offer 
ot 3 
per 


Ir 


issue, 


making 
‘Ing of 
10 par value, 
snare 
announcing t 


Kop declared : 


See you at 


the Convention 


Booth 662 


he 


a 


new 


150,000 common 


priced at 


new 


stock 
shares 


$2.00 


stock 


“Our pre-operation outlook is so 
that stockholders 


have requested that we 


promising our 
proceed on 
a much larger scale. This will en- 


able us to take advantage of mass 
produc tion economies, which should 
result in larger profits for all. That 
is Why we are inviting the public 


to become shareholders ot 


our 
Company.” 

In another announcement, 
the appoint- 
& Scott, Ltd., 


of Toronto, as its advertising 


Kop 
Beve rages reported 


ment of Stevenson 


The Pergect Patr..... 


Goody Root Beer and Goody Orange Drink... the pair 


that is chalking up record sales! Goody's rich, delicious 


flavors win friends fast and bring repeat business. Bottle 


sizes to best fit your market; point of sale advertising; a 


sound promotional program—all boost Goody sales and 


profits. 


There may still be a Goody franchise available in 


your territory. Wire or write for details today! 


THE GOODY COMPANY 


318 Seventh Ave. N. 


Minneapolis 1, Minn. 


agency. Featured slogan will be 


“Stop for a Kop.” 
Intensifies Highway Advertising 


The Mission Orange operation at 


Saskatoon, Saskatchewan, is put 
ting up a number of large Mission 
metal signs on the highways in that 
territory. This plant is owned and 
operated by M. Okrusko 


Acquire Pepsi Franchise 


Ltd., at 
. has taken on the Pepsi 


Kootenay Jeverages, 
Trail, B. C 
Cola franchise fo 


its territory 


Announcement was made by W. D 
Calhoun, who is special representa 
tive for 


Pepsi - British 


Columbia 
Add Kik Cola 


Ltd., 


rec ently 


Valley Beverages, 


wack, B.C 


Chilli- 
been 
The 


plant also produces Orange-Crush 


have 


granted a Kik Cola franchise 


Yukon Firm Completes New Plant 
Northland 
Whitehorse, 


( ompleted 


Ltd., 
Yukon Territory, has 


Beve rages, 


construction of a 


Foster 


new 
plant building Falconer is 
owner and manager of the opera- 
whose ( 


tion 
Lion, 


Cola 


hief product is Pepsi 








LOOK AT SQUIRT 
Window 
as both a soft drink and mixer have 
been erected in many supermarkets 
in Southern California. This display 
highlights Squirt’s “Never an After- 


displays featuring Squirt 


Thirst” advertising campaign ap- 
pearing in “Look” magazine. 





National Bottlers’ Gazette 





Independent Groceries Hold Own provide technical instruction to mer Postmaster General of the 
Against Chains, Census Reveals users of merchandise vending United States, last month was 
equipment. selected as the 1951 recipient of 


Under his management, National the annual Captain Robert Dollar 


Chain grocery stores gained 
about 1°; on independents in the : ; ‘ é 
nine-year period between 1939 and Rejectors has grown to an organ- Memorial Award for distinguished 
1948. according to the Census of ization employing in excess of 450 contribution to the advancement of 
= ee See people with branch offices located American foreign trade, the Na- 
in Los Angeles, Chicago and New tional Foreign Trade Council an- 


York. nounced. 


In 1939, grocery store sales were 
divided 63° independent and 37 
chain. In the 1948 Census,’ the Farley Gets Award For Advancing The award, an inscribed gold 
figures stood 62°; independent and U. S. Trade plaque, was presented to Mr. Far- 
38° chain. Both independents and James A. Farley, chairman of the ley at the World Trade Dinner, 
chains each had huge sales gains Coca-Cola Export Corp. and for- Oct. 31, in New York City. 

The independents gained $10.5 bil- 





lion; chains $6.5 billion. The num- 
ber of independent stores remained 
fairly constant. But the chains re- 
duced their number of stores from 
40.351 in 1939 to 25,047 in 1948, 
as they converted to large markets 


¢ 


at a fairly rapid rate 
Nat. Rejectors’ Official Named 
To Important Advisory Post 

F. C. Steffens, Vice President 
and General Manager of National 
Rejectors, Inc., St. Louis, has been 
appointed Advisor to the Defense 
Production Authority for the 
Vending Machine Industry. 

Mr. Steffens, a recognized au- 
thority on automatic merchandis- 
ing equipment, has spent” the 
greater part of his business career 
in the vendor manufacturing field 
He has pioneered the establish- 


ment of service organizations t 











BLACK 
RASPBERRY 


re 


4 on 4 o7 
buinene Made from fresh Made from fresh A 1-16 concentrate made with imi 


i fruits berries tation flavor and natural juices 

NESBITT’S AIMS AT BOWLERS 
Many Nesbitt's bottlers throughout Bottle under name of NIFTY or under your own name. Crowns and Advertising Available 
pe ap fn Pag gy re SEE AND TASTE NIFTY CLEAR CHOCOLATE 

e local publicity by sponsoring 
Nesbitt's bowling teams. To tie in AT OUR BOOTH 561, ABCB, WASHINGTON, D. C. 
with these local promotions, Nes- 
bitt's score sheets have been made 
available (in three sizes). The Nes- 45 Suffolk Street 
bitt's ad is in black and orange. el ea oe 
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BOILER & ENGINEERING CO. 


2414 DeKALB STREET ST. LOUIS 4, MISSOURI 


Get Full-Rated Capacity...Plenty of 
Low Cost Steam with a KISCO-BILT 


CABINET BOILER 


EXCLUSIVELY DESIGNED FOR 
GAS OR OIL FIRING 


gives you fully automatic 
steam production. No fireman 
needed It operates almost 
entirely without human atten- 
tion. And because it is auto- 
matically controlled it main- 
tains even pressure, uniform 
water level and steam space 
ot all times, which results in 
more efficient, more econom- 
ical operation 


Write for 
Catalog DC-11- 





ACID PROOF CARAMEL 


FOAMING TYPE CARAMEL 


Caramel Coloring 
for ALL TYPES of 
CARBONATED BEVERAGES 


Samples on Request 


D. D. WILLIAMSON & CO., Inc. 


5.39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N.Y. 
1901 PAYNE STREET, LOUISVILLE, KY. 





the best hand truck 
in the land 


4 


gyrait| ( 


et 


Tubular steel “Knitted” frame; nose is arc-welded 
at six points; loads up to 500 pounds: four 
models; four types of wheels. Write for details. 


Whey 


ANOTHER Rapistan’ proDUCT 


The RAPIDS-STANDARD COMPANY, Inc. 
586 Rapistan Building, Grand Rapids, Michigan 








Filtered Water Supplied by 


BOWDEN DOUBLE CYLINDER FILTERS 
Assures a Better Bottled Product 














The double cylinder combination illustrated, consists of 
a Quartz Filter which removes suspended matter and 
turbidity, and a Minchar Filter which removes chlorine, 
taste, odor and discoloration. Under certain conditions 
a single Filter Unit is sufficient. 

Hygeia also manufacturers the Lynn Self-Cleaning Stone 
Filter used in many bottling plants. 


Hyg 


Our 52nd Year 


FILTER COMPANY 


3426 Denton Avenue, Detroit |! Michigan 
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“Slide Rule” Calculator 
Computes Steam Costs 


modernized 
“slide rule” type calculator designed 


A new and 


to provide a ready means of com- 
puting steam costs has been made 
available by the Cleaver-Brooks 


Steam cost calculator. 





Company, Milwaukee, manufacture? 
of steam boilers and other equip 
ment for the generation and utili- 
zation of heat 

The calculator, in handy pocket 
size, is available without cost to 
engineers, plant executives, and 
those who will find it useful in their 
work. The calculator enables the 
user to compute the comparative 
steam costs ‘r 1000 Ibs. using 
coal, oil, o1 and based on 
fuel costs of price per ton, price 
per gallon, and price per cubic foot 

The steam cost calculator takes 
into account the efficiency of the 
system. Cleaver-Brooks equipment 
Is guaranteed to perform with 80* 
fuel-to-steam efficiency 

The users of the steam cost cal 
culator also can easily determine 
the costs of operating a Cleaver 
Brooks steam boiler as compared 
with other types of oil-, gas-, on 
coal-fired equipment 

On the reverse side of the calcu- 
lator is an easy-to-use slide indicat- 
ing Cleaver-Brooks horse 
power, pounds of steam per hour 
output in BTU-EDR steam in sq 
ft. (gross 


boiler 


EDR steam in sq. ft 
(net), oil consumption per hour, 
and gas consumption per hour 

Such terms as boiler horsepower, 
therms, EDR steam, etc. are also 
defined. Various grades of oil and 
BTU gas are also defined. 


New Burns Unit Shows 
Gas Volume At A Glance 

An important and valu- 
able production aid has been devel- 
oped and is now being marketed by 
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the Burns Bottling Machine Works, 
of Baltimore, Md. 

The new unit, called the “Burns 
Volume Filler’, makes it possible 
for the bottler to accurately check 
on gas volume as the beverage is 
being bottled. The device, adapta 
ble to all models of Burns Fillers 
now in operation, instantaneously 
calculates the gas volume in every 
bottle of finished product, taking 
into account the water temperature 
and gas pressure No further test 
Ing Is necessary 

It eliminates the need for ex 
pensive testing equipment, at the 
same time assuring the bottler of 
properly carbonated, uniform-qual- 
ity beverages at all times 

According to James O. White, 
Burns Bottling official, the Volume 
Viewer “is another of Burns’ de 
velopments in serving the interests 
of the soft drink industry.’ 


Taylor Unserambler Table, 
Triple B Caser Are Improved 


Important improvements 
in two items of beverage equlp- 
ment which it markets has been 
announced by Bottlers Appliances, 
Inc., of Salisbury, N. C. 

The company has reported, first, 
that the Taylor Unscrambler Table 
can now be provided with a newly 
developed *Accum-O-Feed.” 

This feed, which can also be at 


tached to the original Taylor Un- 
scrambler Table, will automatically 
lift bottles from the back of the 
Table into the soaker pockets, and 
thus eliminate the present accumu- 
lated loader on double-end soakers. 
No additional electrical power is 
necessary to operate this feed, as it 
is operated from the soaker. The 
machine has been perfected and 
patent applied for by the Taylor 
Manufacturing Co., Salisbury, N.C., 
which manufactures this unit, as 
well as the complete Taylor Auto- 
matic Soaker-Loader 


Bottlers Appliances also reported 
that a new feed apparatus, with a 
new infeed magazine, has been per- 
fected for the Triple B Caser. This 
unit now lowers six bottles into 


the case and releases them with a 








Just glancing at the new “Burns Volume Viewer,” Mr. and Mrs. Leo 
Graviner of the Squirt Bottling Co., Baltimore, instantly and accurately 
check on the gas volume in their finished preduct. The unit, adaptable 
to all Burns Fillers, eliminates the need for expensive testing equipment. 








drop of approximately two inches 
Also, it will now take care of 6 to 
12 ounce bottles and pack them in 
either one-half depth wooden cases 
or one-half depth paper or metal 
The patent and manufac 
rights for the Triple B 
incidentally, recently 
been taken Harris 
Foundry & Machine Co. of Cordele, 


Ga 


cartons 
turing 
Caser, have 
over by the 


The improved caser and the Tay 
lor line will be shown by Bottlers 
\ppliances at the ABCB Exposition. 


Frontier’s “Family” Rack 
Aimed At Boosting Case Sales 


A new “Family” case 
rack, ideal for food stores, drive- 
ins, gasoline stations, and other lo- 
cations where automobile trade is 
serviced, is now being manufac- 
tured by Frontier Manufacturing 
Co., Dallas, Texas. 

The new unit, which can be easily 
moved from one location to another 
(heavy duty steel casters are per- 
manently affixed for easy mobility 


See Us At Washington 
and Learn About an 
Outstanding Offer 


OSo 


TRADE MaRk REC 


BEVERAGES 


: 
G 
Dr Swelts 


snrws weotrsy 


ROOT BEER 


These Staff Members will be 
Pleased to Greet You 


HEADQUARTERS 


R. A. CONOVER, President 

B. R. KOCH, Vice President 

M. F. WALSER, General Manager 
R. E. RYAN, Export Manager 


FRANCHISE DISTRICT MANAGERS 
E. A. THOMAS, Northeastern Division Manager 
r. ©. BATEMAN, Southeastern Division Manager 
P. W. SCHAUFF, North Central Division Manager 
J. SPEISSER, South Central Division Manager 


HEADQUARTERS... 


. HOTEL WILLARD 


1931 West 63rd 


Chicago 36, Illinois Dr. Swell Root Beer Co. 


BUY THEM 
BY THE CASE 


Frontier's new portable case rack. 





is especially designed to promote 
case sales of bottled drinks 


to families 


“extra” 
Available in standard 
bottlers’ colors, it has a capacity 
of five full cases of 6- or T-ounce 
bottles, or four full cases of 10- or 
12-ounce bottles 

The case racks come packed four 
shipping 
weight is 75 pounds per carton. 


to the shipping carton; 


Additional information concern- 
ing the new Frontier Full Case 
Rack, No. 335, will be furnished 
on request to Frontier Manufactur- 
ing Co., Box 7346, Dallas. It will 
also be shown along with the com- 
plete Frontier line, at the A.B.C.B. 
Exposition 


Unique Decal Use Contest— 
For Business Men Only 
One of the first 


awarding contests ever aimed spe- 
cifically at 


prize- 


with a 
Mexico for 


business men 
glamorous holiday in 
the winner—is being conducted by 
The Mevercord Co., 
calcomania manufacturers. For just 
letter 
industrial uses of 


Chicago, de- 
writing about one of the 
many decalco- 
mania, someone will receive an all- 
Airtour 
of Mexico, for two persons, via 


expense 10-day Flagship 


American Airlines 
The intra-industry promotion is 
open to all commercial users of de- 


catcomania, 


whether customers of 
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The Meyercord Co. or not. Entrants 
are asked to submit a letter of 200 
words or less, telling how their own 
company or industry used decal- 
comania to solve a knotty problem, 
or to create effective advertising, 
dealer identification or point-of-sale 
promotion. Judging will be done on 
the basis of practicality and inter- 
est in the “problem-solving” uses of 
decalcomania. 

Contest entry blanks are avail- 
able by writing to Ralph E. Royer, 
Advertising Manager, The Meyer- 
cord Co., 5323 W. Lake St., Chicago 
44. Contest closes Jan. 15, 1952. 


New Curve Conveyor Perfected 

A new, 90 degree, power 
roller curve conveyor—which is said 
to overcome all past difficulties in 
conveying boxes, cartons and pack- 
ages around curves-——has been per- 
fected by The Alvey-Ferguson Com- 
pany, Cincinnati 9, Ohio. 

The basic features in the design 
of the new A-F 90 degree Live 
Roller Curve (for which patent has 
been applied) are: the use of 
tapered rollers which provide ef- 
ficient control with no 
skewing or jamming action 


package 
and a 
simple V-belt drive which assures 
quiet, smooth operation with ex- 
tremely low maintenance cost. This 
V-belt drive requires no oiling and 








Mojonnicr 


1951 “FOOD” EDITION READY 


The 1951 edition of “Food” has just 
been published by Mojonnier Bros. 
Co., producers of Carbo-Coolers, 
Water Coolers and Syrup Coolers. 
Available to bottlers without charge, 
the 24-page “Food” features up-to- 
the-minute articles describing latest 
techniques in food processing and 
new developments in equipment. 
For a copy. write to Mojonnier Bros. 
Co., 4601 W. Ohio St., Chicago. 


Alvey-Ferguson’s new  90-degree 
power roller curve conveyor. 





it can be readily removed without 
the use of special tools and without 
dismantling the conveyor. 

Power driving the V-belt is pro- 
vided from an individual motor 
(standard open frame, totally en- 


closed or explosion proof type) or 


from an adjacent conveyor. The 
heavy duty V-belt, which provides 
friction drive to the lower side of 
the tapered rollers, rides in preci- 
sion sheaves mounted to guide the 
V-belt around the arc of the curve. 
These sheaves, which have oilless 
bushings are strategically placed so 
as to maintain pressure against the 
load rollers, assuring a _ positive 
drive. Tension of the V-belt is eas- 
ily and quickly regulated by a ten- 
sion adjustment. The entire unit 
is so constructed as to be combined 
easily with other A-F Conveyor 


Sections. 














BE SURE YOU PICK A GOOD ONE! 


If you bottle a Cola under your own label, you know it 


must be good. Find out why more and more alert bottlers 
are using MarBert Cola concentrate to build profitable, 
repeat business. With this better-tasting product you can 
be sure of getting a fair share of the top market—and 
with MarBert's quality control you're sure of a stable, 
dependable product. MarBert can mean profitable opera- 
tion for you—month after month. 


A BC B EXPOSITION—Visit the MarBert Booth, 
No. 414 at the ABCB Show in Washington, D. C. Sample 
MarBert Cola and M-P Cherry Cola, then get the facts 
showing how MarBert can help build your business. Or, 
for samples, price list and full information, write to: 


MarBert Products, Inc. 
19 E. Lombard St., Baltimore 2, Md. 


MarBert Conan 


MarBert Cola - M-P Cherry Cola - Lemon-Lime - Root Beer 
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Herman Develops Cab Front End 


For Ford Trucks 


A new adaptation of the 
Ford Parcel Delivery Truck Chassis 
permits the use of all types of rear 
end bodies, and offers all the ad- 
vantages of a walk-in cab over the 
conventional cab-over-engine unit 
for multi-stop service 
Body 
Louis has consequently developed a 
cab front end for Ford F-5 and F-6 
forward control trucks, featuring 


Herman Company of St 


a curb-height entrance on both 
jackknife 


doors, greatly increased cab space, 


sides, easily-operated 


superior visibility and improved 
appearance 

Herman made the first conversion 
of the cab for a bottler body at the 
request of R. E. McKee of the Hy- 
grade Water and Soda Company of 
St. Louis, bottler of Pepsi-Cola. Mr 
McKee helped develop the cab de- 
sign, starting Ford F-6 
16,000 G.V.W. chassis with parcel 
delivery front end 


with a 


In addition to this type of adapta- 
tion, however, the new cab unit will 
readily lend itself to tractor opera- 


Herman Body's first conversion of the cab for a bottler body was made 
for HyGrade Water & Soda Co. of St. Louis. J. Y. Hewitt, vice-president of 
Herman Body. points out its features to R. E. McKee of Hygrade Water. 





tions when combined with the 
proper wheelbase and truck com- 
ponents of the F-5 and F-6 Ford 
Truck Series. 

The cab made for Hygrade is 
79-inches wide and the doors fold 
inward and backward to eliminate 
constant openings and closings nec- 
essary for conventional units. The 
width not only provides more cab 
space, but also offers more room 
for extra seats for helpers. 

Driver visibility is increased tre- 





No. 50 
Syrup Filter 


Common Sense 
Disc Filter 





thes 
ou Bottling Equipment 


at Our Booth No. 511 
A. B. C. B. Exposition, 


ALSO: filter paper, filter cloth, and asbestos filter pads. 


If you cannot attend, write for complete literature. 


FILPACO INDUSTRIES 
The FILTER PAPER CO. 


2414 S. Michigan Ave. 


NOVEMBER 12--15, 195] 
WASHINGTON, D. C. 


Stainless Steel Stainless Steel 
TANK Smallware 





Chicago 16, Ill. 





mendously over that offered by the 
conventional cab-over-engine unit. 
The floor of the cab is tread plate, 


‘and opens for easy on-the-spot serv- 


icing of the engine, battery, ete. 

A short 134-inch wheelbase with 
an 84-inch cab-to-axle measurement 
is one of the primary advantages of 
the unit made for Hygrade. In- 
creased load capacity and much 
shorter radius combine 
with easier parking to make the 
unit an ideal multi-stop vehicle for 
bottlers. 

Herman offers a complete line of 


turning 


bodies for the new cab and chassis 
combination. The cab is also avail- 
individual unit. The 
entire unit will be displayed by 
Ford Motor and Herman Body at 
the National Beverage Exposition, 
Nov. 12-15, in Washington, D. C. 


able as an 


Diamond Develops Special 


Bottle-Washing Additive 


Diamond Alkali Company, 
Cleveland, O., has announced the de- 
velopment of “Sequet,” an additive- 
type compound which, used in con- 
junction with alkaline bottle-wash- 
ing solutions, is said to increase 
their cleaning action and detergent 
qualities. Combining water-seques- 
tering chemicals and _ synthetic 
wetting agents in precision-bal- 
anced ratio, it is expressly engi- 
neered and designed to improve ef- 
ficiency and reduce costs of bottle- 
washing operations. 

Sequet is said to provide a num- 
ber of important advantages in ad- 
dition to the elimination of smoky, 
cloudy, or “blue” bottles through 
its quick penetration and thorough 
removal of such stubborn soils as 
syrup deposits, 


sugar residues, 
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yeast mold, oil and 


tamination, 


grease con- 
and foil 
include, 
dissolution 
de- 
further 
accumulations on machine pockets 
and longer life and 
of alkali bottle- 


and 
These 
others, 


paper 
labels benefits 
among gradual 
of power-robbing water-scale 


posits and prevention of 
and 
“greater mileage” 
washing 


carrier, 


solutions 

The material is also recommended 
for cleaning beverage-processing 
and handling equipment. It retards 
clogging of spray nozzles, reduces 
rusting and corrosion, speeds drain- 
bottles dis- 
charged from pasteurizer, thus im- 


ing and drying of 
proving labeling efficiency by mini- 
mizing label slippage 

Amount of this free-flowing, dry 
additive compound required in any 
instance depends 


primarily upon 


conditions. Gener- 
maximum of 


is added 


water-hardness 
ally speaking, a 


per cent Sequet 


one 
for each 
grain of water hardness, based on 
alkali needed to 
washer at 


the quantity of 
the 


In many cases, however, 


charge desired 
strength. 
as little as one-half of one per cent 
is sufficient. 


Sequet is packed in 300-lb. and 


infor- 
request 
Write to Diamond Alkali Company, 
300 Union Commerce Building, 
Cleveland 14, O. 


Further 
available on 


125-lb. containers. 
mation is 


New P & R Desealer 
Aids Bottle Washing 

Potter & Rayfield, Atlan- 
ta, has reported development of a 
lost cost system to positively control 
scale formation in bottle washers. 
The descaler is said to offer a means 
for bottle 
effi- 
said to 


considerable saving in 


washing and increased 
addition, it is 
provide cleaner bottles 


on the bottle washer. 


cost 
ciency. In 


less wear 


Even when scale is not a problem, 
it is pointed out, the feeding of a 
proper chemical compound consist- 
ing of wetting agents and complex 
phosphates to the rinse water def- 
initely improves bottle 
efficiency. 


washing 


The feeder is a package unit con- 
sisting of a chemical supply tank, 
a positive proportioning feed pump 
that pumps the chemicals directly 
into the rinse water supply line. 
The pump starts and stops with the 
operation of the washer. 





All half-depth cases 

are furnished with 

DOVETAILED center 
. 


partitions. e 
om 


Standard 
replacement 


parts 


we 


25 


LONG LIFE 
means 


“LOW COST 


P & R Descaler. 





Installation is easy and the unit 
occupies a small amount of floor 


Space. 


Bireley’s Appoints Salient 
Bireley’s Division of Gen- 

Foods Corporation has ap- 

pointed Salient Flavoring Corp. as 


eral 


sole eastern sales agent for the dis- 
tribution of its concentrated orange 
juice. 

The the ap- 
pointment was made by Harry D. 
Jackness, Secretary of Salient, lo- 
cated at 45 Suffolk Street, New 
York 2, N. Y. 


announcement of 
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i DURABLY BUILT 











e 


load capacity 1,000 pour 


long-life rubber-t 
casters. Five standa 


© order. 


| 


\ 
\ 


FOR GRUELLING SERVICE 


HAYNES 4 


- 


ROLL-EASY CASTERS, Full cadmi 
plating guards against rust and acid acti 
Ball bearings fitted with hydraulic gre 
points for easy, positive lubricatior 
placeable rubber tires. 


ROLL-EASY DOLLY, Heavy all-stee! frame 


ds, cadmium plated ; 


bearing swivel 


sizes. Special sizes 


i 


TABLE CARTS save time wher 


tling, sterilizing and reassembling 


um 
on 
“ASE 


Re 


Neoprene Large 
Roll-Rasy swive 


st yles—all stair 


gaskets parts. Heavily formed angle leg 
tray and shelf capacity 
rubber-tired ca Two 


less steel or 


Write for illustrated bulletins 


THE HAYNES MANUFACTURING CO. 
709 Woodland Avenue < Cleveland 15, Ohio 


SNAP-TITE re-usable 
for sanitary pipe lines saves time and pre 








vent ystly leaks. Sizes for 1”, 1%", 2 
2%”, 3” fittings 


GAC a 


GPO GIDEON - ANDERSON 


~—scairceremeeenianieill MISSOURI 


vimium plated stee 
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"“Beuco 


Four sizes in each 
model...capacity 
range from 5 to 50 
cases, here is the an- 


Above Mode! 
C-420, Du Pont 
Dulux Boked Enamei 
Finish, Stainless Stee! Top 
Rail and Slide-Type Lids, Ad- 
justable Divider Grills ‘'C'* 
Models Ory Operated. 

3 Sizes—4, 5 & 6 Ft 


CHOICE OF 


| rn {WNL EOC RNAS RRA AAA 


| PERSONNEL CHANGES 


USAT MANTA AHA 


Chas. Pfizer & Co. 


The creation of a new Vice Pres- 
idency, and the election of John J. 
Powers, Jr., to fill the post, was an- 
nounced last month by Chas. Pfizer 
& Co., Inc., 102-year-old 
chemical firm 

According to John E. McKeen, 
President of Chas. Pfizer & Co., 
“Mr. Powers initially will be on spe- 
cial assignment from my office as- 
suming responsibility for all of the 
foreign activities, in- 
cluding the operations of the Pfizer 
foreign trade subsidiaries Pfizer 
Canada, Ltd., Laboratorios Pfizer, 
S. A., Pfizer International Corpora- 
tion, and Pfizer Ltd. Mr. Powers 
has relinquished the 


Company's 


position of 
Secretary, to which he was elected 
in 1948. He became a director in 
1949, and a Pfizer’s 
Executive Committee in the spring 


member of 


of this yea 
Donald Hilton will continue as 


3rooklyn ~ 


QMO PO 


— 


President of the Pfizer subsidiaries 
and as director of Pfizer’s foreign 
Robert C. Porter, presently 
company counsel and head of the 
legal department, 
Powers as Secretary of the Pfizer 
company. 


sales. 


succeeds Mr. 


Pepsi-Cola Co. 


Emmett R. O’Connell has been 
named President of the Pepsi-Cola 
Metropolitan Bottling Company, 
subsidiary of the 
Pepsi-Cola Company. Mr. O’Con- 
nell, formerly San Francisco Re- 
Manager for the parent 
company, has formally taken over 


wholly - owned 


gional 


his new duties as head of the six- 
- owned 
throughout the 


teen Pepsi-Cola company 
plants located 
United States. 

James Powell, veteran soft-drink 
executive, has been appointed to 
succeed Mr. O'Connell as San Fran- 
cisco Regional Manager. Mr. Powell 





Deluxe Water Cooling Unit 
Standard Water Cooling Unit 
Unscrambling Table 


High Speed Beverage Mixer 


Standard Beverage Mixer 
Water Conditioning Unit 


FOR DETAILS | 








P &R Bottling Equipment 


Rugged ... Economical .. . Reasonably Priced 


© Soaker Loader 

@ Conveyor Inspection Light 

© Manual Inspection Light 
Corton Packing Machine © Activated Carbon Purifier 

© Sand Filter 

© Syrup Cooler 

® Salvage Pump 


EACH PRODUCT IS BACKED BY 26 YEARS EXPERIENCE 
SERVING BOTTLERS 


write Now | POTTER & RAYFIELD, INC. 


P.O. BOX 1042, ATLANTA I, GA. 


swer for fast, low-cost, 
trouble-free cooling... 
Write for literature 
and complete details, 


Model DB-21 


Adjustable (ivider Grilis 7 
The Company, Tue, with No. 282C Single-Spout Water 


Equipment ‘'DB"' Models... . - 
6 


3316—28 S. Broadway « St. Louis 18, Mo. San * Sae—* 


HE TRADE IS THE “BEVCO=-M 


ID” 


EMMETT R. O'CONNELL 





was formerly Manager of the West- 
ern Division of National Sales for 
Pepsi-Cola. In his new assignment, 
he will be responsible for Pepsi- 
Cola sales activities in the eleven 
Western States. 

Mr. O’Connell has had a long and 
successful career in the beverage 
business. In 1925, he joined the 
Coca-Cola Company and in 1929 be- 
came manager of branch sales for 
the Pabst Company. In 1945, he 
, the Oak- 
Pabst beer fran- 


formed his own company 
land California 
chise, with Harry W. Chesley, now 
Vice-President of National 
of the 


Sales 


Pepsi-Cola Company. In 





reliable, 





MATHIESON pry ice 


Get this quality Dry Ice from one of the following 
speedy-service Mathieson 


Atlanta, Ga. 
Baltimore, Md. 
Birmingham, Ala. 
Charlotte, N. C. 
Chattanooga, Tenn 
Greensboro, N. C 
Jacksonville, Fla 
Knoxville, Tenn. 
Memphis, Tenn. 


MATHIESON CHEMICALS 
Serving Industry, Agriculture and Public Health 


Warehouses: 


Nashville, Tenn. 
New Orleans, La 
New York, N. Y 
Norfolk, Va 
Philadelphia, Pa. 
Richmond, Va 
Saltville, Va. 
Washington, D. C 
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modern equipment 


THE BURNS MASTER FILLER — MODEL G 


AUTOMATIC WITH ACCUMULATING TABLE 


for the ; ano wt 


modern plant 


THE BURNS BOTTLING MACHINE WORKS. Inc. « 2229 Kirk Avenue + Baltimore 18, Maryland 


1949, after they sold the Pabst 
franchise back to the parent com- 
pany, Mr. O’Connell 
Pepsi-Cola Company. 


joined the 


Yale & Towne Manufacturing Co. 


Appointment of Frank P. Min- 
nelli as Manager of a newly organ- 
ized Market Research Department 
of the Yale & Towne Manufactur- 


ing Company, Philadelphia Divi- 








i> 
 @ 
CLICQUOT CLUB NAMES 


C. C. Bennett has been appointed 
District Manager for the Southwest- 
ern District by the Clicquot Club 
Company of Millis, Mass. Mr. Ben- 
nett, whose career with Clicquot 
dates back to 1941, has sold his in- 
terests in the Southern Oregon Dis- 
tributors & Clicquot Club Bottling 
Company. which he formed in 1948, 
to rejoin the parent organization. 





VISIT OUR 


Booth No. 405 
A. B. C. B. CONVENTION 


BURNS BOTTLING MACHINE WORKS, Inc. 


2 


DR. PEPPER PROMOTES 


H. M. Browder, left. has been pro- 
moted from zone manager to head 
of the vendor sales program of the 
Dr. Pepper Co., Dallas, Tex. James 
A. Barfield, who was formerly in 
charge of vendor sales, has been 
upped to manager of major market 
development. 








sion, has been announced by James 
A. Shellenberger, Director of Ad- 
vertising, Publicity and Market 
Research. 

Mr. Minnelli, who prior to his 
association with Yale & Towne was 
assistant to Elmo Roper, will aid 
in the development of future sales 
to Industry, and in the development 
of sales potential ef present and 
future products of the Philadelphia 
Division. 


BALTIMORE, MARYLAND 


Barry-Wehmiller Machinery Co. 


At the annual meeting of the 
Board of Directors of the Barry- 
Wehmiller Machinery Company, 
St. Louis, held October 10, Mrs. 
L. Rassieur, former President, was 
elected to the office of Chairman of 
the Board. Fred W. Wehmiller 
was elected President, and Paul K. 
Wehmiller was elected Executive 
Vice-President. 








UPPED BY WYANDOTTE 


James D. MacGillivray has been pro- 
moted to Manager, Food and Bever- 
age Manufacturers Sales, J. B. Ford 
Division of Wyandotte Chemicals 
Corporation. Mr. MacGillivray will 
be associated with Fred King, man- 
ager of the Food, Beverage and 
Special Detergents Department. 








national! 


SPOT DECALS - 





THANKS!! 


Many bottlers are looking for the kind of service we give—a flexible dealer identification service geared to your needs. We go 


WINDOW VALANCES & DISPLAYS 


The placement of this material is duck soup to us. Call us collect while at the convention. We'll be glad to arrange a meeting. 
The numbers are STevenson 4-9360 and STevenson 4-5535. 


A. P. DEWOLF CO. 


2203 FAIRMOUNT AVENUE 


TO THOSE WHO WERE LOOKING 
FOR US AND FOUND US. 


¢ METAL SIGNS 


PHILA. 30, PA. 








November, 1951 








Multiplex *Secr* Dispensers 
GINGERS—2 0: cS For BARS and TAVERNS 


407. & pe 1828— Fresh Carbonated Drinks 
= COLA 
TRUE FRUITS—4 oz. Cherry © Grape @ Straw- LEMON 
b R  ¢ : GINGER ALE 
erry © Raspberry will increase your sales thru the SELTZER 
Coming Winter Months 


SPEEDS SERVICE 
the famous CONRON line of flavors are INCREASES PROFITS 


now being distributed by DeLISSER. ELIMINATES BOTTLES 
j Write for Folder and Prices 


MULTIPLEX FAUCET COMPANY 


4321-27 Duncan Ave., Dept. N.B.G.-14, St. Louis, Mo. 


Manufacturers of Beverage Dispensers for 45 Years 











nounced the promotion of Christian 


D. Gibson, senior designer and 
chief engineer, to vice president in 
charge of engineering. a 
oy 
; n~ 


‘ ' sf 

Vaughan Manufacturing Co. ~ y 

J. W. Mack has joined the Vaug- Wy 
han Manufacturing Co., Chicago., 


; ; ‘ 3 as general sales manager. The Pp 
Vaughan organization is reportedly 
TURCO PROMOTIONS 


Two important promotions have been ; the world s largest’ manufacturer HYSTER PROMOTES TWO 

reported by S. G. Thornbury, Presi- of can and bottle openers. Hyster Company, materials handling 
dent of Turco Products. Inc., Los equipment manufacturers of Port- 
Angeles. Archie K. Beard, left, for- land, Ore., has announced two pro- 
merly Cleveland district manager, ; , — motions. James Leep, left, has been 
has been upped to midwest sales pee: . advanced to the newly-created post 
manager. Harold P. Glavin. right. : ° “8 of Manager of the Parts Order De- 
previously Los Angeles office man- partment. Allen G. Owen. right, has 
ager, has been named general man- been moved up to the newly-created 
ager of the new Midwest Division ; ’ ‘ job of Western Division Service 
Factory in Rockdale. Ill. Po Manager. 




















Coca-Cola Export Corp. 

Frank Walker Harrold, for many 
years head of the former Bottling 
A ee) Sales Division of The Coca-Cola 
JACOBOWITZ APPOINTS Company, has been elected vice- 
Charles S. Jacobowitz Co., Buffalo, president in charge of sales of The 

N. Y. material handling equipment N. Y.. has appointed James G. Love- Coca-Cola Export Corporation. 
lace, left. and Alex G. Godinho. right. Mr Harrell " _ 
to its sales staff. Mr. Lovelace will Mr. Harrold, who joined the Ex- 
was announced by George G. Ray- cover New York, Pennsylvania, Ohio, port Corporation in 1946, will direct 
New Jersey and New England. Mr. 


Godinho becomes export sales man- , } ; 
sage 7 acne 
At the same time, Raymond an- ager. throughout the world 


The Raymond Corp. 

George G. Raymond, Jr., has been 
named executive vice president and 
general sales manager of The 


Raymond Corporation, Greene, 
manufacturers. The appointment 


mond, Sr., president of the firm sales activities of the Company 


Removes 


LA 4 Prevents 
AY ae LY 


In Bottle Washers, Condensers and 
Write Dept. 591-C Other Water-Using Equipment 


for samples and 
literature 


Ta) 
MANUFACTURING CO., INC. Write for G »y 
591 Ferry Street, Newark 5, N. J. TH-E LLLG co 8 PD. 


CORRUGATED PAPER PRODUCTS SINCE 1919 FREE Test MASSACHUSETTS AVE INDIANAPOLIS 2. INDIANA 
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“COOLERS 


for efficient WET or DRY operation 


PRACTICAL... SIMPLE... SAFE! 


5-Year Warranty on compressor at no extra cost. 
Saves you $5.00. =< wri 


SS" ' 


zs *® 


24-CASE BEV-MASTER 6-CASE BEV-FOOD 6-CASE BEV-COOLER 
Write for literature and prices 


¢ MANUFACTURING CORP. 
E. Kibby St. Lime, Ohie 


Jmerica’s Largest Manufacturer of Private Brand Refrigerators 
“Trademark Reg. U.S. Pat. Off. 


ARTKRAFT BOOTH NO. AT A.B. C.B. CONVENTION NO. 564 











F : 
TREEN BOX C " ' vf The “BOTTLE SCOPE" Inspection Unit... 


tical product control . . . Easily installed on any bottling 
line, for any size bottles. ... 


Manufacturers of WOODEN BOXES © At present, we cag make PROMPT DELIVERY! 


OF EVERY DESCRIPTION 


roca ano menPws stacers | BOTTLE SCOPE MFG. COMPANY 


Baltimore and Union Avenues Lansdowne, Pa. 




















Materials Handling Guide Management, Wharton School, Uni- 
A 24-page booklet titled “The versity of Pennsylvania. 

How Book of Cost Cutting Mate- A large portion of the “How 

rials Handling” is now available Book”’ is concerned with basic back- 

from the Philadelphia Division, ground material covering types of 

Yale & Towne Manufacturing Com- skids, pallets and other industrial 

pany, 11000 Roosevelt Blvd., Phila- handling tools. Most of the balance 

oa delphia 15, Pa. A revised edition covers a comprehensive plan for 

0-SO DIVISION MANAGER of a previous booklet printed in evaluating present handling meth- 
James G. Speisser has returned to 1947, the “‘How Bock” was prepared ods through an engineering analy- 
the O-So Grape and Dr. Swett's Root under the guidance of Dr. V. S. 


B Cc . Chi Mid sis much like a time and motion 
eer ompanies, icago as id- , . e ° 
Central Division Pett Karabasz, Professor of Industrial study. 


dah Are you going to the 
fi: SURE-FIRE ffee coda FOR PROFITS // A.B.C.B. SHOW? 


Then be sure you see the NEW 


Sales up — and still climbing. , e 
Time now for you to join the 5 ‘ pad T I | p| e s Ca ser 
ever-growing group of bottlers } 


who are profiting with NEECO... é It Pa cks 


the coffee drink consumers 


prefer ver any the vO CARTONS! 


Franchises still available A 
in some areas. For information VA - & BOTTLERS APPLIANCES, Inc. 
on the Neeco Profit Plan, \ WAS $0 SALISBURY — NORTH CAROLINA 


. Y 4 } Successors to Beard and Beard 
»lus generous samples, write today. 
I ern ) Since 1907 


ATLANTIC EXTRACT COMPANY WELCOME TO BOOTHS 113-15 
134 FULTON ST., BOSTON, MASS. coe 
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The World’s 


BROMINATED VEGETABLE ONS) ‘> LaAS ie 


HIGH AND LOW GRAVITIES ™] secrom SLATIONARY 


AM, REMOVED 
For Making Ringless Cloudy Emulsions of Orange, ( NG BOTTLE 


Lemon, Lime, Pineapple, Etc. OPENERS 





KOLA CONCENTRATE #382 Eliminate loss of 


Va oz. to 1 Gal. of Syrup a 4 bottles and contents. 


Superior Flavor a Prevent danger to 
Samples and Prices on Request ; the public. 


noc — . ames ee ees i Brown Manufacturing Co., Inc. 
NEWPORT NEWS, VA. 





Have long life. 











extract is one of the lines manu- 
factured. 


Canada Dry 
Adds New Television Show 
Canada Dry last month launched 
a new quarter-hour television show 
called “Dining Out With Dana,” 
and featuring Robert W. Dana, 
restaurant and night club reviewer 
of the N. Y. World-Telegram and 
Sun. The show, over WJZ-TV on 
alternate Tuesdays from 7:15 to 
7:30 p.m., promotes the enjoyment 
of dining in New York’s many fine 


restaurants. 


Total U.S. Population 
é, 2 © Wt: 
oan tan Now 154.9 Million 


W. F. Daniels. owner of several plants in Central and Southern Georgia. The total population of the 
takes pen in hand to make official his acquisition of an O-So Beverages eae . : : . 

franchise for his Baxley, Ga., operation. Looking on are R. A. (Dick) United States, including armed 
Conover, Jr. son of the president of the parent O-So Grape Co., and 
T. C. Bateman, O-So Grape’s Southern Division Manager. The Baxley a : 
plant will distribute O-So Beverages over a nine-county area. 853,000 as of September 1, 1951, 


forces overseas, Was about 154,- 





according to estimates released by 





Lyons-Magnus Reports Sales amounted to This com- the U. S. Census. This figure rep- 

Lyons-Magnus, Inec., San Fran- pares with $626,149 for the pre- resents a 2.5% increase over the 
cisco, Calif., reports that its sales ceding quarter and $533,672 for corresponding estimate for April 
for the quarter ended June 30 the like period of 1950. A root beer 1, 1950 





‘ZEPHYR BODIES NIAGARA 
ECONOMY TESTED *“NIO-FROST” 


See Zephyr Display *Trade Mark Registered 


at ABCB — PRE-COOLS, FREEZES, CHILLS or HOLDS your 

Convention i 2 7 a product in safe cold storage; saves all costs and trou- 

Washington D.c F : [ bles caused by frost formation. Not just a “de-frost- 
' ° ° 7 


ing” device but a completely frost-free Method. Write 
FREE CATALOG 
NIAGARA BLOWER COMPANY 


Dept. NB, 405 Lexington Ave. New York 17, N.Y. 





SPECIALTY ENGINEERING CO. Allegheny & Trenton Aves. 


Philadelphia 34, Penna. 
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Denver Bottlers Go All-Out 
On Christmas Promotions 


 — in Denver, Colorado, receipt is accepted as cash by Nehi of Denver is furnishing to 
are going all-out this year on Xmas routemen. The bonds are furnished all retailers free Xmas cards. The 
promotions aimed at building Yule- to all retailers handling the Big cards are designed for distribu- 
tide business. The promotions in- Chief line and they may be used tion to consumers and are redeem- 
corporate tried-and-tested, as well only at the retailers from whom able for one bottle of Nehi bever- 
as new, merchandising ideas and they were obtained. This, inciden- age any time prior to December 
approaches—many of which may tally, is an excellent means of in- 25. The dealer, in return, redeems 
be profitably adapted and adopted ducing other dealers to take on the cards for cash. 

by bottlers elsewhere in the coun- the Big Chief line. As its Xmas promotion, Canada 


try. Significantly, the promotions 





are inexpensive 

Seven-Up of Denver is offering s 
cash awards to dealers who submit . f 
in writing the best ideas on how to Be Pe i n g you 8 
stimulate sales of Seven-Up at 
Christmas time. The awards will 
be made on December 15 for the at the 
best ideas submitted between Nov- 
ember 1 and December 1. In addi- 


National 


tion to developing dealer interest 


and goodwill, Seven-Up hopes the 

idea contest will give it some new beverage 

and effective merchandising tech- 

niques for future use Exposition 


Another Denver bottler, Big 


Chief Beverages, has arranged for 
“Mr. and Mrs. Santa Claus” to 00 S we 
personally visit all retailers han- 


dling its beverages, with the ex- 


ceptions of bars. To drum _ up 


. e 
crowds and business at each of the Rapidly becoming 
retail outlets visited by the Santas, 7 ¥ 
the company is using newspaper America s most 
advertisements listing the places 


that the Santa combination will popular root beer 


appear and at what times. 


Some franchises still available 
Offers Gift Bonds 





Big Chief Beverages also is issu- 
ing to dealers, for consumer dis- 
tribution, Xmas gift bonds in de- 3 
nominations of from $.50 to $5.00. Vlason S 
Printed on holly-bedecked paper, l 
the bonds are redeemable at any 
outlet at any time during 1952 for 2 O O T R E E co 1 I 
soft drinks bottled by Big Chief. . 

a 


Each purchase is recorded on the 





back of the bond which becomes 


void when its face value is used 


up. Furthermore, each Seti the MASON 8 MASON, INC. 
bond holder makes a purchase, he 213 N. DESPLAINES ST., CHICAGO 6, ILL. 


signs a small card acknowledging 








receipt of so many bottles, and this 





November, 1951 





Dry has prepared a five minute 
featurette photo-play showing its 
plant, employees and all processes 
(with emphasis on sanitary pre- 
cautions) involved in bottling. En- 
titled “‘A Christmas Greeting From 
Your 


currently 


3ottler”, the photo-play is 


being rotated through 


many neighborhood theatres 
Perhaps the most intriguing of 
the bottler promotions beamed at 
the Yuletide trade is the one cur- 
rently conducted by Coca-Cola. The 


company has erected posters. in 


many retail windows suggesting 
that a case of Coca-Cola be placed 
under the Xmas tree by the 


parents, as a sort of 
ent for the kiddies’’. 


‘extra pres- 
At the same 
time, Coke is running newspaper 
advertisements listing all the or- 
phanages in Denver and asking 
that community citizens contribute 
to these charitable organizations. 

The above is only a partial sum- 
mary of what Denver bottlers are 
doing to develop Xmas_ business 


and dealer and consumer goodwill 


a practical... low-cost 


CASE PRINTING MACHINE 


that 








SAVES! 


SAVES! 


SAVES! 


Fowler CASE PRINTING MACHINE 


+ 


PRINTS 250 CASES PER HOUR! 





PRODUCTS 


Case Painter 
Cooler Paint 
Remover 

Case Rebander 
Crown Cleaner 
Crown Hopper 
Control 

Empty Gas 


Today's high labor costs make hand stenciling on 
cases an expensive, profit-cutting operation. That's 
why the Fowler Case Printer is a profitable addi- 
tion to any plant. It keeps your cases neatly print- 
ed at a fraction of the cost for hand stenciling. 
One man can easily print 250 cases per hour. The 
Fowler Printer is simple in design, strong and 
durable in construction. Initial cost is low with 
virtually no maintenance cost. 


Write Today For Information 








Drum Signal 
Syrup Pump 
Bung Puller 














Bottlers Appliance Co., Inc. 
675 Pulaski Street 


Athens, Georgia 








Importantly, what they are doing 
may be successfully imitated by 
plants in other markets 


Foote & Jenks Wins 
Direct Mail Award 

The Direct-Mail Advertising As- 
sociation has announced that the 
1950-51 advertising campaign of 
Foote & Jenks, Inc., well-known 
flavor firm in Jackson, Michigan, 
has been awarded first place in the 
food products division of a nation- 
wide “Best of Industry” contest 
Scoring was based on excellence of 
copy, art, printing, and results 
achieved. This makes the fourth 
time in the past five years that 
Foote & Jenks’ campaigns have won 
this award 

A certificate of achievement was 
presented to Advertising Manager 
Larry Mathany during the Associa- 
tion Convention, held in Milwaukee 


last month. 








Le > e.¢. - 
bd sonar, S88 


DISPLAY BOOSTS SALEs 


Dwarting the life-size figure of TV 
bandleader Mary Hartline, this tre- 
mendous mass display of Canada 
Dry beverages stands 13 feet high, 
and holds 192 cases or 2,660 bottles. 
More than just spectacular, it packs 
a heavy sales wallop too. for it sold 
49 cases or more than one-quarter 
of its content in the first two days it 
was up. The giant display was 
erected in a supermarket, and though 
some bottles are far out of reach, 
there were plenty within reach, 
enough to boost sales a minimum of 
40 per cent over a three month 
period. 
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Fruit Orange Beverage Bases .. . Orange Emulsions | 
¢ Pale Dry Ginger Ale Extracts (Montreal & All American) 
“The Ginger Laboratories’ 
od Flavors @ Colors © Essential and Brominated Oils 

- Oe oot Packed in Gallon Jugs or Returnable Stainless Steel Drums 


pas® ~~ omes* cpt 


v-& E- KOHNSTAMM, ne. 
, ° K 13, N. Y. 
CANAL STREET NEW YOR . 

nails WaAlker 5-1504 ° Coble Address: VEKOSTAMM 


A a? par Ged SR anes aft 














Nulomoline * 


Liguid Sugar 
CONTROLS batches . . . Will Be 


DECREASES labor costs... Cordially Welcomed 
INCREASES production ... 


ELIMINATES bag dust, lint, and sugar spillage. at Booth 210, ABCB Exposition 


TANK CARS — TANK WAGONS . 
Order direct or through Brokers To Discuss Your 1952 Program For 
THE NULOMOLINE DIVISION Wire Floor Beverage Displays. 
AMERICAN MOLASSES COMPANY ° : 
120 Wall Street, New York 5, N. Y. American Manufacturing Co. 


BROOKLYN, N. Y Plants at LOS ANGELES, CAL || 124 Chestnut Street Chattanooga, Tenn. 
CHICAGO, ILL MONTREAL, CAN 























only Cote) CROWNS 
$ 50 As You Need Them! 
: > ‘j ; PALE DR When You Need Them! 


complete 





Stainless Steel 

Propeltor and Shaft PENN has been servicing the 
Adjustable Clamp industry with Precision-made 
Heavy Rubber Cord and Plug ihe. ala 


CROWNS for more than 20 
years. 
‘ j Need delivery in a hurry? Need special 
Pays for itself in less than a week! desqrattons? <- Sheek declan? = den oll 
We also manufacture metal SCREW CAPS 
from 18mm up to 89mm. 








MANUFACTURING CO., INC 
WEST paedean NEW JERSEY Penn Cork & Closures, Inc. 
: Evergreen 9-4416, 7, 8 and 9 1155 Manhattan Ave., Breokiya, N.Y. 
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5 Case Beverage Truck 


WITH 10°° PNEUMATIC TIRES 


Easy Operation 
Avoids Spillage 
And Breakage 


@ SAVES TIME—Free-rolling 
wheels mounted on ball or 
roller bearings speed - up 
operation, cut down hand- 
ling time 


@ SAVES MONEY — Top 
quolity 10° Genero! Tires 
mean easy going over 
curbs, stairs, bumps, etc., 
help avoid costly spilloge 
and breakage 

@ LASTS LONGER — Tough 
tubular steel and all-welded 
construction take rough 
treatment, mean yeors and 
yeors of extra service 


ORDER TODAY FOR EARLY 
DELIVERY! 


MODEL 79 


MOELLENBROCK & WILKE 


DEPT. S-3, WASHINGTON, MISSOURI 








Are you going to the 


A.8.C.B. SHOW? 


Then be sure you see the 


NEW TASL MACHINES 


ORIGINAL UNSCRAMBLER 
Now Built With "ACCUM-O-FEED" 


Places bottles direct into soaker pockets, eliminating 
leader on DBL end soakers. 


BOTTLERS APPLIANCES, Inc. 


Successors to Beard and Beard. Since 1907 
SALISBURY — NORTH CAROLINA 
WELCOMES YOU TO 
Booths 113-15 at Restaurant Exit. 








297 Peari St. 


Giuger Ale Flavors 


MONTE CRISTO 
THESCO 


A Full Line of Distinctive Extracts 
and Concentrates 


THEALL & PILE, Inc. 


New York 7, N. Y. 














“HY” BUCKNER 


extends a personal 


invitation... 


to all his friends and bottlers. 


“It's convention time again. ... Once a 
year we get together to renew old 
friendships, make new contacts. Even 
though we may not always get a chance 
to see our friends during the year... 
the convention is the one time we can 
get together . . . discuss what's new and 
enjoy one another's company. So drop 
in and see me at the Statler Hotel and 
say hello . . . this goes for new friends 
as well as those that | have known and 
serviced in the past 23 years." 


“Hy” Buckner 
on 
BUCKNER EQUIPMENT COMPANY 
Liquid Handling Materials and Equipment 


2530 S. WABASH AVE., CHICAGO 16. 
Phone: Danube 6-1344 


FOOT TSS STC C CFCC CCS CCC CCS CCCC CCC CCC CCC CC CCC CTC CCC CCC CCC CCT 








A LIFT 
For LIFE! 
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CLASSIFIED SPECIAL CLASSIFIED 
ADVERTISING ANNOUNCEMENTS ADVERTISING 





RATES AND GENERAL 
INFORMATION BOTTLERS’ TRADING POST 
@ For sale, Exchange and Wanted 


Advertisements are available to read- 

ers at the following rates: 25 words, SPECIAL MACHINERY SALE ; es in poe 
$1.50 each insertion; 6¢ for each addi- 24 spout Red Diamond filler rebuilt IS, WHERI 

tional word. Address or box number 12 spout Red Diamond filler Houston, Tex 
a -luded rord count. A num- 40 spout CEM filler 4 Tex 
is not included in word c« , BEG! nal: Resse dine Gaaliee ead Otter : : 
ber, or group of numbers is considered S.S. tanks 100-400 gai. cap. y x ? 

as one word 500 gal. CEM saturator wae SALE > Bottling plant 
‘ ? =~ 3 ton York water cooler, 2 yrs. old r est Central Kansas; will sac 
e@ Orders for classified advertising : i ther interests, this is a real bu 
must be accompanied by payment. At least _S0%e_off on ol machinery : 5 CORGHION, ‘¢ 





@ Those advertisements which do not w/private br 

comply with the established headings, BOTTLE SPECIAL a counts 

or which advertise new products or 1000 full-depth cases, 7-oz. flint sodas 

services are not acceptable. The Edi- 500 gr. 12-oz. flint Pepsi-type bottles FOR SALE. — Bottling plants Tel. 9004 

tors reserve the right to change or 30,000 fibre cartons, like new, complete EONARD J. SCHRADER, 590% E. Green St., 

. . j with 12-oz. flint select bottles umpaign, [ll.—10.-1 

reject any advertisement submitted Large quantity 24 7-oz. cases half-depth , 

for these columns. wood partitions, excellent condition 

e All advertisements appearing in Let us have your offers of obsolete bottles, < : 
gees crowns and syphons i ta 

these columns are bona fide. In an- gh potential; 400,000 7 

swering same, please take notice that 1 bargain.—H. W 

letters must be sent to the box num- AIDMON BOTTLE & SUPPLY CO. INC. 

ber, initials, name or address given by 1615 3rd AVE. BROOKLYN 9.N.Y with 12 million ‘dollar’ irrigat p 

advertiser. The N. B. G. assumes no BEACHVIEW 8.3450 Sab hag eh MB get Resin Pie a ae ates anes 

responsibility for condition or descrip- 1 really growing, a I place t 

. . yer. $ ¢ liberal terms 

tion of items listed in this section. ST ‘ae 0.00; liberal terms.—O. H., 

@ Under no circumstances will the iT 1S INCOMPARABLE! 

N. B. G. give the names of parties 

where box number or initials are A-1 Cola Base Concentrate 


given as the address. All answers “The Cola of Superior Flavor” 
sent in care of this office are promptly 


forwarded. write for free sample te 
NATIONAL BOTTLERS’ CLOISTER LABORATORIES, INC. Machine paratus, Materials, Bottles, Boxes 
GAZETTE 325 W. Huron St. Chicago 10, III. 
9 East 35th Street, New York 16, N. Y. 


FOR SALE.—Bottling 


ree t frar 
e¢ I anc 








FOR SALE.—Bottling _ 
sory wit 5® eailtion Anta 


























CONSULTANT 
Preparation and Production of Carbonated Beverages FOR SALE 








FOR SALE. Leading U.S. A. and Foreign Manufacturers Lia ep CEM 


erved. 
Business Opportunities, Bottling Establishments DR. FREDERICK H. POLLACK 


Lorree Laboratories 
FOR SALI ( ) 8-28 Astoria Boulevard Long Isiand City, N. Y. 


itor; 36 
PERMI L'l 


FOR SALE.--2 DIXIFI 
t t > il 





Grates S JACOBOWITZ @ 


3071 MAIN STREET SUFFALO 14,N.¥. AMHERST 2100 
FOR SALE 2 sf 
wit TUMBO M 


MEET US IN eed oa 
WASHINGTON ! 


We will look forward to meeting our many 
friends at the ABCB Convention in Wash- 
ington. We'll be stopping at the Statler 
Hotel. We will tell you about the large 
stock of good late model equipment that 
we have available, and we will be inter- 
ested also in learning what surplus equip- 
ment you have to dispose of. We would 
like to be of service to you and we will be 
glad to meet our many friends. 

Please look us up and let us be of assis- 
tance. 


mM) 


Arnold Jacobowitz, General Manager 

Maurice Osterman, Sales Manager 

Sam Greenberg, New York Representative 

Bill Newman, Representative 

Carl Quellos, Superintendent and Chief FOR SALE 
Erection Engineer. . a a 





Seruing American Industry for over 30 Years 


November, 1951 








FULL OPENING | FOR SALE 
4000-gr. 8 oz. emerald green sodas, packed two doz. FOR SALE 
D RY l Cc E cartons filler: Aut 


10,000 cases, 24/7 oz. flint sodas, ACL "‘Joe Louis."’ Ca 
800-gr. 7 oz. emerald green ''ACL'’ water shape. | 8 ‘ n 8 u may be pu ased 
CONVERTERS 5000-gr. 12-oz. emerald green ale botties $1,000) PEPST-COL \ BOTTLING COM 
mn mete 12-02. amber slope neck shape pate bottles. PANY — 4 ICA a 614 Oriskany St. West 
Save Up to 60% of CO, Cost! 1. BASKOWITZ BOTTLE CO., inc. 
1301 Grand Street Brooklyn 11, N. Y. 





FOR SALE.--12 
wu" a it ta 


PEPSI-COLA BOTT 
CA, 610614 0 
11 


FOR SALE 
N 





Take Full 50 Ib. Cakes 


HW) 


We Will Buy At Any Point 


ETL 2e) Ma 4 OlUT ME | Doluicceia’ ond Popsi-Cole Metal Case; 


describing how you can save aad Also Wooden Kegs, Barrels and Stee! 
money. Gives complete construction, Drums. 


appeten dom BUCKEYE COOPERAGE CoO. 
3803 Orange Ave. Cleveland 15, Ohio 





ORY ICE 
CONVERTER CORP. 


TULSA. OKLAHOMA 





P. O. Box 1652, Tulsa, Okla. FOR SALE 





M I 


FO R S A L E | FOR SALE 
e 6, 110 ¢ 
Approximately 1,000 gross 6'/,-ounce capacity, |4-ounce ; 
weight, emerald green sodas initialed on the shoulder, 

packed pap crate service cartons; 500 cases, !2 each, 

24-ounce green, amber, flint, with or without cases; 1500 

half-depth cases for 7-ounce and |2-ounce; 12,000 cases !2 

ounce flint export shape beer botties, packed 2-dozen pa- 

per fibre board boxes, suitable for Army Camp deliveries. 


SIGNER BOTTLE SUPPLY CO. 
Wilstach & Dalton Sts., Cincinnati 14, Ohio 
hone: Cherry 6227 | 








D&L Washe FOR SALE 
with Adriance babi 


2,000 gph; 


REVERAGE CO 





ALWAYS BUYING |»: 
Seda Water Tanks—Bilock Tin Tubing — 
Syphon Tops. Get Our Prices First! 
RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








FOR 





FOR SALE 


gross, 7'/, oz. Tall Flint Sodas, New 

gross, 8 oz., Tall Flint Sodas, New 

gross, 32 oz., Clicquot Style Flint Sodas, New 
cases, |2 oz. emerald green ales, Ballantine style 
cases, 7 oz. Crystal and '/, depth shells 

cases, 12 oz. Export Shells, paper partitions, 
24 ea 

cases, 12 oz. Steinie Shells, paper partitions 

24 ea 

cases, B-1, ACL Emerald Green Bottles & 
Boxes 24 to '/, depth case 

We buy all surplus bottles and Crowns FOR SALE 


PENN BOTTLE & SUPPLY ee MPANY 
5619 Cherry Street ila. 39, Penna. 
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CLASSIFIED 
ADVERTISING 





FOR SALE ife 
e SS. 200 ¢ phase 60 
—other in 
reasonable 
P expected for either Lu —PEPSI 
OLA BOTTLING COMPANY NO. VA 
3 Ave., Winchester, V 1 


FOR SALE.—O 


automatic, 
Reeve Drive years Id ood 
$1,600.00 DR. PEP 
J ersity Ave., Madison | 


FOR SALE.-—-M 


1 
10 


Immediate very, 8-wide Meyer 


FOR SALE 
) re. Ir. 2 


excellent con- 

e $1,500.00. - 

ANY, a 241 
1 


teed 
COMI 
n. Vireg 


ns ae Spec 
eplaced wit joie 
SEVEN-UP BOT 
A Pa 


Greensburg 


1¢ to sugar 

ne in per 
Carbonic me 
t ell im ately. —BOT 
CORP.—N. Q., Box K7.— 


rage since tl 

nspection by 
hanic nvited price 
TLERS SERVICE 
9-TF 
Mixer % price; 15 head 
ed one year, repainted, re 
hecked ated st new $2,8%); our price $1,395 
CANADA DRY BOTT. CO. OF ALBANY, 


NC., 815 Central Ave., Albany, N. Y.—10.-3. 


FOR SALE 
plits, pints, quarts; 


year old 
un loac 
$4 $00. 


FOR SALE Wash f ne 
iL 1 


ue } tomatic load 


ak 
SADA I 
ime a 


FOR =, 
. cor tior priced 
IS BOTTLING COMPA 
Minneay M 1 
FOR SALE 
N 2 tank f 
COMPANY 


10 


FOR SALE 


BOX 
FOR SALE 150 It rrisburg Dry Ice 
IMPERI BEVERAGE COM 

R ester 6 Y 


ANY 4 O 


FOR SALE 


November, 1951 





ERAGE 


CLASSIFIED 
ADVERTISING 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials | 
| 
ies te Water sterilizer; | 
y prices, 
OF NO 


igen Ebe BUY 


ase “pEPST COLA BOTTLING CO 
VA., 13 Oates Ave., Winchester, a 10 


had tear TO BUY ( sed CEM 20 that w 
1 


PER ‘BOT TL ING ‘COMP ANY, 
gt t S 


Sumter 


WANTED TO BUY 
t 75,000 cases a 
S Ca na, Ge 
JOSEPH, 2211 \ 
11.-1 


WANTED TO BUY 


11 


Wares? TO BUY 
5O case 


580 10.-1 


he prcgiteta TO BUY. - 50 spout filler, 
eet conveyor hain and 48 inch 
mu le. — ROY AL ( CROWN BOT 

ING COMPANY, 7O1l N. Main, Fort Worth, | 


late 
jel; a 


beg ace TO BUY.—7 oz. ACL 

itity and price.—PARK 
COMP ANY, 110 North B 
ntana.—10-1, 


Squirt bot- 
ICE AND 


St 


tles: give 
STORAGE 
ton, M 


WAN TED TO og 


z pr uan 
E "BOX net io4 


WANTED TO BUY Permutit 3 z 
tat advise f{ e and cond 1.—O 
wi 10.-1 


one precipi 


BOX 


water bottles and 
quantities, price 


WANTED TO BUY 
gal. flask e bottles 
oO.G BOX 563 10.-1 


WANTED TO BUY.—1700 Gr. (10,000 cases) 
plain bottles; 7 — capacity, 14 or 16 ounce 
ht; state price; please send sample.—TA-KA 
BE TERAG a 1019 West Central Ave., Orlando, 
Florida.—9 


WANTED TO BUY.—7 oz 
ttles; state price and quantity. 
CO., 3410 W. Lake St 


cap. 9& tall plain 
HAV casa BEV- 
Chicago Ae ot} 


BUY.—Small 

States; over 
7TUp, etc private 
reply.—M A., BOX 


WANTED TO 

East. Southeastern 

I ranchise 
first 


bottling plant; 

75,000 cases; 

label; full 

" 503.—7.-1. 

WANTED TO BUY. 

nks as well as geo 
ty, condition, and 
F RSTEN BERG 
IN 


I 
C., 301-307 Powell St 


—Any quantity 

seltzer bottles; 
»west price FOB your 
BOTTL ERS’ EQU IP. 
, Brooklyn 12, N. Y. 


—Carload or more 7-02 
bottles. -MIN NEAP.- 
Minn.—7-1 


_WanTe? TO BUY. 
r Crush amber 
OLIS Mpls 


BOTT CO. 


TO BUY.—Con 
alf gallon 
Mass.—7 


WANTED 
r gallor rys.—J. A. 3 


el 


of soda | 
advise | 





bottling unit | 
a eS Fs 


YOU CAN 
AVE 50% 


ON REBUILT GUARANTEED 


FILLERS 
CROWNERS 
WASHERS 
CARBONATORS 
LABELERS 
MIXERS 
COOLERS 
FILTERS 


And on 
COMPLETE BOTTLING LINES 


Late models ... All makes, sizes, 


capacities ... 


Perfect Service Assured! 


Stop In To See Us 


Booth 411 


ABCB Exposition 
...OR WRITE... 


IRSTENBERG 


BOTTLERS’ EQUIPMENT CO.INC. 
301-307 Powell St., Brooklyn 12, New York 
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CLASSIFIED remotes CLASSIFIED 


2000—Lee Stee! Half Barrels, 1947's, 48's, 49's. 


15000—Wooden Export Cases, paper partitions. | 
ADVERTISING 1500—Aluminum Half Barrels. ADVERTISING 
} 1—Ermold 8 wide Labeler. 
| 3—World Labelers, qts. & pts. In operation at 
present time. Can be inspected. 


500—Gross 7 oz. Brown Export Bottles. 
1—12 mide Soaker, qts. and pts. 


GIRARD MACHINERY & EQUIPMENT COMPANY PLP WANTED. 


, ” rae 134 S. Second Street Reading, Po g cnowledge D 2% 
HELP WANTED rate makes" soakers,. 


Foremen Helpers, Practical Bottlers, Salesmen 











HELP WANTED.—Salesmen wanted; old es 
tablished flavor house wants men; will consider 
HELP WANTED t P side line or full time —ESSENTIAL PRODUCTS 

prog A CO., INC., 58 Fulton St., N. Y. C.—8.-tf 





Buy — Sell— Exchange | 
BOTTLES—SUPPLIES WORK WANTED 


M. WALSH Situations — Salesmen, Bottlers, Foremen, Helpers 
8201 4th Ave. Brooklyn, N. Y. 
SH 5-5856 POSITION WANTED 














PRICE REDUCED! 


CITRIC ACID 27c per Ib. 
f.o.b. Brooklyn 


BENTON-LEE CORP. 
109 COOK ST., BROOKLYN 6, N. Y 














LIQUIDATING 
BOTTLING MACHINERY 


1—Liquid Washer, 8-Wide, 3-Comp. Quarts 
1—Meyer Washer, 8-Wide, 3-Comp. Quarts 
1—Liquid Washer, 16-Wide, Quarts 
1—Liquid Washer, 16-Wide, Pints 
1—Yundt No. 25 Automatic Torpedo Pasteurizer 
- 4—Liquid and O&J Rotary Duplex Labelers 
6—World and Ermold Semi-automatic Labelers 
SEE THE PHILADELPHIA MACHINERY 1—Infilco 12'' dia. Filter with 12°’ Hydrodarco 
COMPANY at the Convention, at the Purifier, prac. new 
Raleigh Hotel, Wasington, D. C. PERRY EQUIPMENT CORP. 
If you are looking for a piece of machin 1419 N. 6th Street Philo., 22, Penna 


or a complete line, see us. We have it 








nd the price ix right 


ut Liquid Low Pressure Bottling Plant, «plit 


> GPE Lifetime Magie Carbonator 

9OL Red Diamond Water Cooler with No. Th66-100 
100OWF ¢2-10HP) 

Carrier Compressor, capacity 300 GPH from 95° to 35 
oe S5OGCPH 

10-spout Low Pressure Filler with 20-spout Syruper 
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Saicccnmmmsnin, Sete Merete ‘Ceaniteli Webinn OFFER SPOT 


16-wide, 4-compartment Superkleen Washer, splits and 


tee Propylene Glycol U. S. P 


10-spout Liquid Low Pressure Filler with 16-<pout 


Syruper Citric Acid USP Granular & Anhydrous 
O-gallon Lifetime Carbonator— vears old 


4 

4 

4 

4 

4 

: 

‘ 4 
30 HP Sellers Gas Fired High Pressure Boiler—Hori Vanillin USP, Ethyl Vanillin : 
piper Meda Benzoate of Soda USP Powder & Flakes 4 
4 

4 

4 

4 

4 

4 


| 


New stainless steel tanks—all sizes 

——— TORRE PRODUCTS CO., INC. 

PHILADELPHIA MACHINERY COMPANY 52-54 Wooster St. New York 13, N. Y. 
3034 N. Boudinot St., Phila., Pa Telephone REctor 2-1153 
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152 National Bottlers’ Gazette 





Sp paying freight on WATER... 


CITRIC ACID ANHYDROUS 


Contains no water— Cuts your freight bill 





Recently increased freight rates make Citric Acid Anhydrous a 
better buy than ever. It is identical to Citrie Acid U.S.P. in every 
respect except that it contains no water of cry stallization. With the 
anhydrous material, you pay the freight on the citric acid alone and 


not on the water. 


You Save 82 pounds in Shipping Weight for Every 

100 pounds of the U.S.P. Material Formerly Used. 

You Can Save a Ton on a Truckload Shipment! 
Prepared by a special Pfizer process, Citric Acid Anhydrous cannot 
dry out or cake under normal conditions in storage, nor does it 
absorb water. Its composition remains absolutely constant, insuring 


uniform results with less waste. 


Write for technical data and prices to Chas. Pfizer & Co., Inc., 
630 Flushing Ave., Brooklyn 6, N. Y.; 425 North Michigan 
Ave., Chicago 11, Ill.; 605 Third St., San Francisco 7, Calif. 


Manufacturing Chemists for Cver 100 Years 





A MATTER OF DOLLARS 
AND SENSE 


Lk tor 


Ginger character from blended types 


Freedom from ginger terpenes which 
turn ‘woody’ or stale 

Pure, terpeneless citrus flavors for 
bouquet 


"oC 4 
ger and 


loole «Jenks 
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